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You work hard, we want to reward you. In 2013, there’s a new 
way to achieve elite status in the Starwood Preferred Planner® 
program. Group room nights now count toward Gold and 
Platinum status and elite members earn 50% more Starpoints®.

Plus, book a meeting by September 30, 2013, at participating 
hotels in North or South America and receive:

> Up to 100,000 Starpoints signing bonus
> 2% rebate on master-billed rooms
> An added bene� t of your choosing

Learn more and start planning now at
STARWOODMEETINGS.COM/OFFER

THIS YEAR, IT’S YOUR TIME TO SHINE

BECOME A PLANNER 
WITH PRIVILEGES

Earn one Elite Qualifying Night for every 10 group room nights consumed April 1 – December 31, 2013 at participating properties worldwide. Offer on meeting concessions valid at participating properties 
in North and South America. For full terms of the offer visit: starwoodmeetings.com/offer. ©2013 Starwood Hotels & Resorts Worldwide, Inc. All Rights Reserved. Aloft, Element, Four Points, Le Méridien, 
Sheraton, St. Regis, The Luxury Collection, W, Westin and their logos are the trademarks of Starwood Hotels & Resorts Worldwide, Inc., or its af� liates.

THE WESTIN OTTAWA, CANADA
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NMID 2013
The M+IT team spread out across the country 
to cover this year’s National Meetings  
Industry Day (NMID) events in Halifax,  
Montreal, Ottawa, Toronto, Winnipeg,  
Calgary, Edmonton and Vancouver.
BY M+IT STAFF

M+IT SALARY SURVEY 2013
Find out if your salary is on par with your 
peers or if you’re an earning outlier—for  
better or worse.
BY CHRISTINE OTSUKA

NOW WHAT?
Are event grads ready for the business  
events landscape?
BY A.P. REAL

CHICAGO
The Windy City is in a league of its own.
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SoCal RIVIERA
Beaches and business meet in Southern 
California’s resort-rich towns. 
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what's new on

Listen in on the conversation or better 
yet, join in! Follow us on Twitter for the 
latest breaking industry news and updates 

 @MeetingsCanada

View and share event photos, ask for advice  
from other planners and suppliers or react 
to industry headlines on our Facebook page 

 (facebook.com/MeetingsCanada)

We’re pleased to announce that Meetings + Incentive 
Travel will provide the Canadian voice of the business 
events community to a global audience of meeting 
professionals through International Meetings Review’s 
web portal.

SPA

NEWS

AIRLINES

“Don’t hide behind your 
mistakes and don’t use 
numbers to shore up your 
wrong decision or someone 
else’s mistake. Turn it into 
a story and end that story 
with a solution.”

BLOG

From Sandy Biback’s
Unconventional Wisdom

FOOD + bit.ly/BoskResto 

SHANGRI-LA TORONTO’S 
BOSK RESTAURANT

 + bit.ly/IMRpartner 

PORTER PLANS MAJOR EXPANSION

M+IT PARTNERS WITH  
INTERNATIONAL MEETINGS REVIEW

 + bit.ly/PorterExpands 

 + bit.ly/TOluxspa 

“For the community 

to grow it needs a 

new purpose and 

business model. 

A purpose, which 

is aligned with 

corporate leaders’ 

needs, and not with 

the community 

suppliers’ needs.”

Listen in on the conversation or better 
yet, join in! Follow us on Twitter for the 
latest breaking industry news and updates 

 @MeetingsCanada

View and share event photos, ask for advice  
from other planners and suppliers or react 
to industry headlines on our Facebook page 

 (facebook.com/MeetingsCanada)

SUSAN RADOJEVIC IN RESPONSE 
TO LES SELBY’S BLOG POST 
“COLLECTIVE SUCCESS REQUIRES 
COLLECTIVE FOCUS”

+ bit.ly/CollSuccess

TORONTO’S 
LUXURY SPAS

 + bit.ly/MistakesBlog 

NewOnline.indd   6 13-05-17   10:59 AM
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“Whistler, BC.”

➔

MÉTRO

VOLUME 42, NUMBER 3 
JUNE 2013

EDITORIAL

CIRCULATION + PRODUCTION + ONLINE

INCENTIVEWORKS

BIG MAGAZINES LP

ART

SALES

EDITORIAL CONTRIBUTORS 2013 EDITORIAL ADVISORY BOARD

We asked everyone this month: 
WHAT’S YOUR FAVOURITE 
CANADIAN DESTINATION 

TO VISIT?

Meetings + Incentive Travel (M+IT) magazine receives unsolicited features and materials (including letters to the editor) from time to time. M+IT, its affiliates and assignees may use, reproduce, publish, re-publish, distribute, store and archive 
such submissions in whole or in part in any form or medium whatsoever, without compensation of any sort. MAIL PREFERENCES: Occasionally we make our subscriber list available to reputable companies whose products or services may be of 
interest to you. If you do not wish your contact information to be made available, please contact us via one of the following methods: Phone: 1-800-668-2374, Fax: 416-442-2191, E-Mail: privacyofficer@businessinformationgroup.ca,  
SUBSCRIPTION PRICE: Canada $76.00 per year, Outside Canada $106.00 US per year, Single Copy Canada $13.00. Meetings + Incentive Travel is published 6 times per year except for occasional combined, expanded or premium issues, which 
count as two subscription issues. Meetings + Incentive Travel is indexed in the Canadian Business Index and is available online in the Canadian Business & Current Affairs Database. Contents Copyright BIG Magazines LP, a division of Glacier 
BIG Holdings Company Ltd. Canada Post — Canadian publications Mail Sales Product Agreement 40069240 ISSN No. 0225-8285 (Print) ISSN No. 1929-6428 (Online). 80 Valleybrook Drive, North York, ON M3B 2S9. We acknowledge the 
financial support of the Government of Canada, through the Canada Periodical Fund (CPF) for our publishing activities.

Vito Cural l i ,  Steve Dempsey,  Riccarda Gal ioto,  Joanne Keat ing,  
Kel ly  MacDonald,  Rosemary Naccarato,  CMP,  CMM, Cla ire Smith,  

Jennifer  Strath,  Alexandre Tessier,  Heidi  Welker

Circulation Manager
416.442.5600 x3543

Market Production Manager
 416.510.6762

IT Business Support Manager
 416.510.6898

BEATA OLECHNOWICZ 
BOlechnowicz@bizinfogroup.ca

TRACEY HANSON
THanson@bizinfogroup.ca

LAURA MOFFATT
LMoffatt@bizinfogroup.ca

Vice-President of  
Canadian Publishing

President of Business 
Information Group 

ALEX PAPANOU

BRUCE CREIGHTON

Mari lyn Dalzel l ,  CMP; Don Douloff ;  Dianna Gimza-Piercy;  
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Account Manager
416.510.6819

Account Manager, International
416.510.5144

Sales + Marketing Associate
416.442.5600 x3213

Coordinator Intern
416.442.5600 x3565

General Manager 
 416.510.5141

Event Coordinator 
 416.510.5231

CORI-ANN CANUEL 
CCanuel@MeetingsCanada.com

ALANNA MCQUAID
AMcquaid@MeetingsCanada.com 

BRIAN EASTCOTT
BEastcott@MeetingsCanada.com

REUBEN RAMSAY
RRamsay@MeetingsCanada.com

ROBIN PAISLEY 
RPaisley@MeetingsCanada.com

STEPHANIE HILTZ 
SHiltz@MeetingsCanada.com

Publisher
416.510.5226

Editor
 416.442.5600 x3254

Associate Editor
416.442.5600 x3255

SONJA CHILCOTT 
SChilcott@MeetingsCanada.com
 

LORI SMITH 
LSmith@MeetingsCanada.com

CHRISTINE OTSUKA
COtsuka@MeetingsCanada.com

Art Director
 416.442.5600 x3239

STEPHEN FERRIE
SFerrie@MeetingsCanada.com

“Halifax, Nova Scotia”

“I love the Niagara Region. 
I think I must have owned a 

vineyard in a past life.”

“Montreal, hands down.”

“Allen Lake, Harcourt Park, on the edge 
of Algonquin Park (#momscottage 

#Godscountry #offthegrid).”

“Muskoka in the summer…
nothing beats that for me!”

“I spent time in Vancouver.  
Loved the amazing sushi, fresh air  

and local berries.”

“My favourite place would be  
Quebec City as I have a passion  

for French culture.”
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YOUR TRUSTED M+IT 
ONLINE RESOURCE 
JUST GOT BETTER!

We’ve completely redesigned 
our website, so it’s easier and 

faster for you to use! 

contributors

“Halifax, Nova Scotia may be 
my new favourite city. I love the 
calm yet exciting vibe it has, 
locals are so friendly too!”

Contact Shannan at:  
sscott@meridican.com

“The top of my list would have 
to be the opportunity I’ve had 
for heli-skiing in the Rockies— 
an absolutely amazing and 
unique experience!”

Contact Edgar at: 
secretariat@aipc.org

SHANNAN SCOTT
An Invisible Driving Force

EDGAR HIRT
Managing Changing Demands

27 24

“Banff is my favourite place 
to visit. It’s a great town in a 
beautiful setting.”

Contact Mark at: 
mark@wardell.biz

MARK WARDELL
10 Apps & Tools for Business 

26

“My favourite destination is hard 
to choose! I will go with Ottawa. 
Our oldest is in school there  
and my all-time favourite hotel 
in Canada is there too— 
the Westin!”

Contact Heather at: 
hreid@innovcc.ca

HEATHER REID
Accessible and inclusive

30
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THE MOST REWARDING CHOICE

DoubleTree Resort by Hilton Hotel Wuxi, China

When it comes to booking events, Hilton Worldwide has more than 7,800 meeting rooms and over  
9 million square feet of meeting space. We’re also recognized as one of the world’s most trusted leaders 
in the delivery of meetings, incentives, conferences and exhibitions. In Canada, we have more than 80 
hotels across 6 brands, allowing us to offer a solution to meet almost any requirement, and with Hilton 
HHonors™ Event Bonus, it’s easier than ever for event planners to earn points they can redeem for exciting,  
authentic and extraordinary travel experiences. Contact our team  
today and let Hilton Worldwide make your next booking more beneficial.  

Hilton Worldwide Sales – Canada – +1-800-671-9981

STAY AHEAD

© 2013 Hilton Worldwide
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People are so apprehensive about change. But change is a good thing: it 
challenges you and hopefully you can grow from it and open new doors.  

Over the past two years Meetings + Incentive Travel has gone through a 
great deal of change. It’s been challenging but positive, and today we find 
ourselves in a good place with many new doors opening. Among the new op-
portunities that have come our way, is a partnership with International Meet-
ings Review, a group of leading global publishers and events that both M+IT 
and IncentiveWorks are ecstatic to be a part of. This was an invitation-only 
proposal asking M+IT to be the voice of the Canadian business events com-
munity to more than 320,000 global planners. We’re delighted to be helping 
put Canada back on the global destination map.

With this new partnership and many others, M+IT had to make some chan-
ges to staffing. We’re very happy to introduce Lori Smith as the new editor 
of M+IT. Lori comes to us from the business-to-business media world and 
understands the role media plays to help educate and drive an industry. Keep-
ing with the good news, we have also promoted Christine Otsuka to associate 
editor and conference content manager. In the past three years, Christine has 
been an integral part of the growth and new direction of the magazine and 
conference. Her passion for this industry goes beyond M+IT; she volunteers on 
various committees in the industry. She has also made a lot of friends in the 
events and incentive world that go beyond the pages of M+IT. With all these 
changes, Don Douloff has gone from working on the day-to-day tasks of the 
magazine to focusing on his passion—food journalism. But don’t fret, you’ll be 
able to keep up with Don via his CuiScene column in M+IT and his Don Appetit 
blog on meetingscanada.com.  

M+IT is constantly changing. In this day and age, you need to change to 
move forward. With these changes we are growing and continuing to chal-
lenge ourselves. Who knows what’s next. I for one am open to anything and 
excited to see what’s behind the next door. 

WITH GROWTH  
COMES CHANGE

SONJA CHILCOTT,
PUBLISHER
SCHILCOTT@MEETINGSCANADA.COM
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CORRECTION NOTICE: 
In the April.May issue, Leandra Ruttan’s 
company name was incorrectly listed  
in the Snapped section. Ruttan’s  
company name is Backstage Events Inc. 
We apologize for the error.

I took over the editor’s chair here at M+IT 
on April 3. Since then, I’ve attended more 
than a dozen industry-related events; 
done a site visit in California; worked on 
the content needed for the Canadian com-
ponent of the IMR e-newsletter—M+IT’s 
newest partnership; shot videos with a 
new vlogger; lined up a great  new blog-
ger; helped produce and write this issue 
as well as our weekly and monthly enews-
letters; and met a lot of great people. But, 
perhaps the most interesting thing I’ve 
done is attend this year’s National Meet-
ings Industry Day (NMID) event in To-
ronto. (See coast-to-coast coverage from 
M+IT staff on pages 17-21).

The day before NMID, M+IT held its first 
Tweet Chat (join us on the first Tuesday of 
every month at #chatMIT). From 1:00 p.m. 
to 1:30 p.m. EST on April 17, we asked mem-
bers of the industry to share their thoughts 
on two questions: One, how can we use 
NMID as a catalyst to effect change in the 
industry? And two, what can the planning 
community do to better communicate its 
role and economic impact to people out-
side of the industry? 

The conversation was enlightening. One 
participant commented on the industry’s 
need to demonstrate value, not just talk 
about it. Another asked for clarification 
on NMID’s purpose. No one had an answer 
to the second question. Interestingly, the 
topic of effectively communicating the 
meeting planning industry’s impact came 
up again the next day during the Q&A at 
the NMID Toronto event. “Why,” an atten-
dee asked, “does an industry that brings 
in more than $32 billion a year to the 

LORI SMITH,
EDITOR
LSMITH@MEETINGSCANADA.COM

M+IT EDITORIAL MANDATE Meetings industry and travel publications are often offered free FAM trips, accommodations and gifts. 
M+IT magazine only accepts those that will be featured in the magazine or online through editorial content. Destinations are chosen 
through reader surveys and market research.

Sign up for our newsletters,  
delivered right to your inbox.

Weekly The top five must-read stories 
of the week, plus industry blogs and 
important dates.

Monthly In case you missed it, we 
recap the most-read industry news  
of the month.

meetingscanada.com/newsletters

A MILLION MOVING PIECES

COMING NEXT ISSUE

STAY IN THE KNOW

Canadian economy not have a voice? Why 
doesn’t it have a seat at the government  
table?”

Well, part of the answer lies in the 
fact that this is an industry with a million 
moving pieces. In the short, immersive six 
weeks that I’ve been in it, I’ve learned that 
it combines travel, gifting, food and bever-
age, marketing, logistics, human resources, 
hotels, convention centres, organizational 
development, graphic arts and more. Its 
breadth and depth makes it difficult to de-
fine and codify as a North American Indus-
try Classification System (NAICS) industry. 
It also lacks comprehensive union power. 
Auto workers can bring government to its 
knees. Event planners, not so much.

But I have also learned this: Event plan-
ning is a big, smart, exciting, essential in-
dustry filled with people who are brave 
enough—and care enough—to ask and an-
swer hard questions. I’m happy to be here 
covering the debate.  

IncentiveWorks Showguide is back 
with all the details on its exciting line-
up of speakers and exhibitors. Plus, 
we take an in-depth look at how the 
wrong incentives can be disincentives.

AS I SEE IT

Editorial.indd   13 13-05-21   10:36 AM
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BRAIN
STRAIN

Here’s the June edition of Brain Strain, featuring two fun 
yet challenging word puzzles meant to give your grey 
matter an aerobic workout and get you thinking creative-
ly and strategically. After each issue of M+IT mails, we’ll 
post the solutions on MeetingsCanada.com/puzzles. So 
grab a pencil and put on your thinking cap.

These four words can be completed using the 
same three-letter sequence.  Can you find it? 

03

event spotlight

AIPC – International Association of Congress Centres, CAEM – Canadian Association of Exposition Management, 
CSAE – Canadian Society of Association Executives, MPI – Meeting Professionals International,  
CanSPEP – Canadian Society of Professional Event Planners, Site – Society of Incentive & Travel Executives 

ADDITIONAL INDUSTRY EVENTS: 

JUNE
 + 11  Incentives, Business, Travel & 
Meetings Expo America, AIBTM,  
McCormick Place, Chicago

 + 13 Networking: Summer Bash 
“Carnival-style” Reception & Dinner, 
MPI Ottawa, Holiday Inn & Suites, 
Ottawa-Kanata

 + 13 Chapter Awards Gala, MPI Atlantic 
Canada, Canadian Museum of  
Immigration at Pier 21, Halifax

 + 16  Toronto Education Conference 
2013, MPI Toronto, Blue Mountain 
Resort, Collingwood

 + 20  CanSPEP Canada Meet Week 
Breakfast Meeting, CanSPEP, Toronto

 + 24 Incentive Travel Exchange, SITE, 
THEhotel at Mandalay Bay, Las Vegas

 + 25  16th Annual  Toronto Golf  
Tournament, MPI Toronto, Royal 
Woodbine Golf Course, Toronto

 + 30 2013 Annual Conference, AIPC, 
Cape Town

JULY
 + 11  8th Annual Summer Summit, CSAE, 
Nottawasaga Inn, Alliston 

FOR MORE INDUSTRY EVENTS, VISIT 
MEETINGSCANADA.COM

june
SPINCon 2013
RE: Think is the theme of 

SPINCon2013. Targeted at senior-level 
meeting and event planners, the confer-
ence’s agenda includes sessions on meet-
ing architecture, ways to make meetings 
and events more engaging, digital story-
telling, social media, the power of play, 
leadership and more. This year, Harrah’s 
Resort in Atlantic City is the host hotel. Or-
ganizers chose the location to help revive 
tourism and meetings in the area, which 
was severely impacted by SuperStorm 
Sandy. spincon.spinplanners.com

Keep on top of professional develop-
ment and networking opportunities 
in the business events community.

CAEM 2013  
Annual Conference

“People. Power. Possibilities.” is the theme 
of CAEM’s 2013 Conference. The three-day 
event, held at the Scotiabank Convention 
Centre in Niagara Falls, ON, will feature 
industry specific education sessions and 
multiple networking opportunities.  Session 
topics include closing sales, standing out in 
a crowded marketplace and how to build a 
high performance culture. caem.ca

ju ly
World Education  
Congress (WEC) 2013

MPI’s annual congress will see planners from 
around the world gather at the Mandalay Bay 
in Las Vegas. The conference is offering more 
than 60 sessions on topics that range from 
the business value of meetings and meeting 
design to hybrid and virtual meetings and 
gamification. Social events include opening/
closing night parties, and the RISE Awards 
Luncheon, where Canada’s NMID chapters 
will receive the 2013 RISE Award in the Com-
munity Achievement in Knowledge and Ideas 
category. mpiweb.org/Events/WEC2013

Brain Strain.indd   14 13-05-17   11:02 AM



   How those
    behind the meetings  
         stay ahead

Follow us:

They attend HSMAI’s MEET — the 
conference for meeting and event  
professionals.

Moving your meetings and events forward.

For exhibit information, contact 
meetexhibits@jspargo.com.

“It’s new. It’s innovative. It’s fresh information . . . for 
seasoned planners. I have learned a lot, and after 20 
years in the industry, that’s saying something.” 

— Cara Tharp, Federation of Animal Science Societies

A conference for meeting and event professionals of every level,  
MEET National features over 20 educational session, a unique reverse 
tradeshow, and will introduce you to more than 150 convention and 
visitors bureaus, hotels, resorts, meeting facilities and suppliers for all  
your meeting needs.

HSMAI’s MEET is your chance to come to the meeting and event  industry’s 
premier show, created specifically to help you be more productive and 
create more successful, cost-effective meetings and events.

Registration is now open and complimentary to qualified   
meeting professionals. For more information and to register, 
visit www.hsmaimeet.com.

September 4–5, 2013
Walter E. Washington Convention Center
Washington, D.C.
www.hsmaimeet.com
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wrap-ups

CANSPEP ANNUAL 
CONFERENCE
The 16th Canadian Society of Professional Event Planners (Can-
SPEP) Annual Conference was held Feb. 28 to March 2, at the 
Crowne Plaza Hotel in Fredericton, N.B. The exceptional hospital-
ity of these Fredericton hosts warmed this annual event, held on 
the beautiful banks of the ice-covered Saint John River. 

This year’s theme was “WIRED – where independents recon-
nect, energize and discover!” The CanSPEP Annual Conference 
has a tradition of engaging its members and creating opportun-
ities for all to enjoy, not only the destination, but each other’s 
company as well. This is a group that loves to share their experi-
ence, knowledge and good times. Attendees enjoyed a full three-
day schedule filled with inspiring speakers, panel discussions, a 
supplier showcase and superb events.  

Each day, Thursday to Saturday, began early at morning break-
fasts that led into approximately four relevant yet diverse ses-
sions. Evening activities included receptions and dinners at more 
than six different key Fredericton venues. Highlights of these 
gatherings were Thursday’s evening reception at the historic Gov-
ernment House (the current home of New Brunswick’s Lieutenant 

Governor), followed by dinner and the CanSPEP Awards at the 
Delta Fredericton; and Friday’s evening reception at the thorough-
ly impressive and world-class Beaverbrook Art Gallery followed 
by dinner (a “Maritime Fling”) at the new Fredericton Conven-
tion Centre. If attendees weren’t tired after all that, each night 
was capped with a “Hospitality Suite” at the James Joyce Pub at 
the Crowne Plaza. Informative, connecting and sociable indeed! 

—BRIAN EASTCOTT

HSMAI’S MEET MID-AMERICA
The Hospitality Sales & Marketing Association International, held 
its annual MEET Mid-America on April 23-24 at Navy Pier in Chi-
cago, Illinois.  MEET is a re-branded version of HSMAI’s signature 
series of “Affordable Meetings” conferences and exhibitions, the 
MEET series—which stands for Meetings, Events, Education, Tech-
nology—debuted in September 2011 with MEET National.  

The event was composed of an educational program known 
as MEET University, which focused on hands-on learning as op-
posed to traditional classroom-style—think case studies, peer-
to-peer roundtables and “Top 10” stations. The event featured a 
“reverse trade show” buyer-appointment expo known as TEEM 
Up, where exhibitors visit and meet with planners, instead of the 
other way around. 

Tuesday’s keynote, the Power of Partnership delivered by Jim 
Davidson, co-author of national bestseller and award-winning 
book The Ledge: An Inspirational Story of Friendship and Survival, 
motivated and inspired attendees as Jim shared inspirational stor-
ies about facing life’s adventures and overcoming adversity.

Additionally HSMAI, in conjunction with leading industry 
training firm Signature Worldwide, presented a unique educa-
tion track designed especially for exhibiting sales and marketing 
professionals. 

If you missed MEET Mid-America, there are two other MEET 
shows this year: HSMAI’s MEET West (May 29-30, Anaheim, Calif.) 
and HSMAI’s MEET National (Sept. 4-5, Washington, D.C.).  

—CORI-ANN CANUEL

GMIC SUSTAINABLE 
MEETINGS CONFERENCE 
It seems only fitting that Chicago’s LEED-certified McCormick 
Place host the eighth annual GMIC Sustainable Meetings Confer-
ence, April 7-10. The conference kicked off with an opening party 
providing a taste of what the Windy City is known for. As a first-
time attendee, I was intrigued to see suppliers and planners under 
one banner—attendee, as it takes both parties to create a sus-
tainable meeting, and both have a vested interest. The conference 
comes just as the ninth and final category of the APEX standards 
has been finalized, creating a complete internationally recognized 
framework for sustainable meetings. 

My favourite parts included Meth-
od cleaning products’ cofounder 
Eric Ryan’s captivating (and funny!) 
opening keynote presentation, vis-
ual notetaking, and biodegradable 
attendee badges that will sprout if 

planted. GMIC’s conference is small but mighty with about 300 
attendees from across the globe, including a group from the Neth-
erlands who attended virtually! Passionate GMIC-ers were all over 
the Twitter and Instagram feeds. 

The theme this year was “Creating Sparks” and at GMIC sparks 
definitely flew, passions were ignited and I witnessed firsthand the 
meetings industry come together for a larger purpose. 

—CHRISTINE OTSUKA
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Photos Joe Pesochin Photography

The M+IT team spread out across 
the country to cover this year’s 
National Meetings Industry Day 
(NMID) events, held April 18th in 
Vancouver, Edmonton, Calgary, 
Winnipeg, Ottawa, Toronto, Mont-
real and Halifax. We joined in the 
#NMID13 Twitter conversation, 

snapped pics and listened in on what planners were saying, doing 
and learning in each city. It was a blast!

Hosted by the eight Canadian chapters of Meeting Profession-
als International (MPI), the events’ themes ranged from “What 

meetings mean to me” to “The Meetings Industry: Champion of Hu-
man Connections.” And, in keeping with the objectives of NMID, 
which was launched 16 years ago, each one offered educational and 
networking activities in addition to celebrating the industry and its 
value to the broader business community.

NMID is a big, bold initiative. In recognition, the eight organizing 
chapters are the 2013 recipients of MPI’s RISE (Recognizing Indus-
try Success and Excellence) Award in the category of Community 
Achievement in Knowledge and Ideas. They will receive the award 
at a special presentation and luncheon during MPI’s World Educa-
tion Congress (WEC), being held this July in Las Vegas. Congratula-
tions NMID! —Lori Smith

NMID Vancouver
VENUE: VANCOUVER CONVENTION CENTRE

INFLUENCE AWARD: The New B.C. Catering Liquor Legislation Committee, lead 
by Debra Lykkemark, president of Culinary Capers, for its contribution and sup-
port of lobbying the new liquor legislation impacting the industry

TAKEAWAY: Keynote Dianna Booher’s talk on Creating Executive Presence was 
great for meeting planners! She gave some excellent pointers to help pre-
pare and build self-confidence when selling an idea to a group of high-level 
stakeholders. Here are a few powerful presence pointers I learned from Diana:  
1. Count to five before you speak when you walk on stage. 2. Ignore everybody 
in the room except for one person on each side of the room and then speak to 
them only. —Cori-Ann Canuel

2013

Vancouver Convention @VanConventions
Happy National Meetings Industry Day #eventprofs! We’re looking  
forward to @mpibcchapter’s #NMID13 celebration later!
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VENUE: BMO CENTRE - BOYCE THEATRE

INFLUENCE AWARD: Murray Edwards (Businessman and  
co-owner of Calgary Flames)

TAKEAWAY: MPI Greater Calgary Chapter teamed up with  
Speakers’ Spotlight to present a series of speaker snapshots. 
While each of the speaker presentations were quite unique, 
a common thread came through all of them. When people 
are engaged in their workplace, they thrive. And, when they 
thrive, so does your business. You need to challenge yourself 
to find ways to differentiate your business to maintain rel-
evance in the marketplace. This cannot be a singular endeav-
our, it needs to come from and through all aspects of your 
business. What a great line-up of speakers who really made 
you think! —Robin Paisley

VENUE: SHAW CONFERENCE CENTRE

INFLUENCE AWARD: Rexall Place

THEME: The Meetings Industry: Champion of Human Connections

TAKEAWAY: NMID Edmonton was host to the second largest gathering of 
meeting and event professionals who joined together to celebrate who we 
are and what we do. It was a time to connect, to draw attention to the value 
of our local industry and to hear from speaker Stuart Knight on The Art of 
Powerful Conversation. A fitting topic given this is how relationships start, 
grow and how businesses and brands will thrive. —Brian Eastcott

Robin Paisley @robinpaisley
Service that Rocks...great topic name! #nmid13 @MPIGCC

Oops! No attendee pics due to technological glitch. Sorry.

NMID Edmonton

Brian Eastcott @beastcott
Morning Edmonton! I just learned NMID 
started in Edmonton 16yrs ago, hmmm 
#nmid13 #eventprofs  
@meetingscanada

NMID Calgary
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VENUE: CANAD INNS FORT GARRY

THEME: The Future of Meetings

INFLUENCE AWARD: Winnipeg Convention Centre

TAKEAWAY: Members of MPI’s Manitoba Chapter gathered 
to learn about three key research projects (The Power of 10, 
Convention 2020 and MPI’s The Future of Meetings) and discuss 
how they’ll impact the meetings industry world. The conversa-
tion ranged far and wide, touching on social media, key delegate 
needs and expectations, critical priorities for hotels and suppliers, 
and external trends and developments. Times are a changin’ and 
Winnipeg planners are changing with them! —Stephen Ferrie

VENUE: THE RA CENTRE

THEME: The Meetings Industry:  
Champion of the Human Connection

INFLUENCE AWARD: Not presented this year

TAKEAWAY: Whether our meetings have a 
virtual keynote, like keynote speaker Mike van 
der Vijver; a virtual audience, like the one dis-
cussed in Stephanie Pfeilsticker’s breakout on 
hybrid events; or purely face-to-face, meetings 
are about connecting people. And while tables, 
chairs and technology can make that connec-
tion more comfortable or convenient, content 
and connections will always be the core of any 
meeting. —Christine Otsuka

Stephen Ferrie @Stephen_MITCan
Thank you MPI Manitoba chapter. I had a great 
time and it was nice to meet all of you! #nmid13

Christine Otsuka @christineotsuka
Build your own centrepiece that represents  
the Human Connection theme at @mpiottawa 
#NMID13 event! #creative #idea

NMID Manitoba

NMID Ottawa
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VENUE: METRO TORONTO CONVENTION CENTRE

THEME: Meetings Mean Me Because…

INFLUENCE AWARD: Porter Airlines

TAKEAWAY: Five panelists representing associations, a DMC, 
an airline and a CVB spoke eloquently about what meetings 
mean to them. Then members of the 350+ audience joined 
in, asking questions about Toronto’s infrastructure  
challenges and the potential impact of the proposed Toronto 
casino. But the big discussion centered on the need for a 
strong industry message. As Deborah Sexton, president  
and CEO of the Professional Convention Management  
Association (PCMA), said, the meetings industry has data 
that proves its economic value. Now it needs a consistent 
message explaining that value. —Lori Smith

NMID Toronto

Trevor Lui @LuiSays
#nmidq - how do we, as an industry get our message 
across to a broader audience on the importance 
of meetings/events #nmid13 #TOeventprofs
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VENUE: AUBERGE ST-GABRIEL

THEME: The Meetings Industry: Champions of the Human Connection

INFLUENCE AWARD: Regis Labeaume, Mayor of Quebec City 

TAKEAWAY: The Canadian population is going through a large demo-
graphic shift, which has a distinct impact on the meetings and events 
industry. Baby Boomers, who are the largest demographic in Canada, 
are retiring at a rate of close to 1,000 people a day and Generation Y  
is filling most of those positions. The industry needs to restructure to 
appease this shift by becoming more “exciting” and less “stuffy.”  
Education needs to be interactive and authentic. It’s important for  
attendees to leave feeling enthusiastic, like they contributed to some-
thing that means more than just the topic at hand. —Stephanie Hiltz

VENUE: WORLD TRADE AND CONVENTION CENTRE

THEME: The past, present and future of the community and how 
development leads to future growth

INFLUENCE AWARD: Joe McGuiness, Dirty Nelly’s Irish Pub, Halifax

TAKEAWAY: Eighty-five attendees from New Brunswick, Prince 
Edward Island and Nova Scotia heard panelists expand on the 
day’s theme. Speakers included: Scott Ferguson, president and 
CEO of TCINS Halifax; Cathy Pugh, general manager, Fredericton 
Convention Centre; and Paul MacIsacc, senior vice-president,  
Halifax Port Authority. —Alanna McQuaid

Theresa gatto, cmp @tcragggatto
Excited that all 8 #mpi Canadian Chapters have won 
the RISE award 4community achievement in know-
ledge and ideas for #nmid #mpito #eventprofs

Stephanie Hiltz @StephHiltz
#nmid #nmid13 Video on #CEIS30 reminds us how 
much impact our industry can have! @MPI_MTLQC

NMID Montreal

NMID Halifax
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ASK AN EXPERT
 
DEK: Complimentary wifi; Twitter wall monitoring
 
Q. What is a reasonable cost to pay for WiFi at hotels that charge on a per line/per user basis? Are you able to negotiate a lump sum 

cost? How can you get this complimentary?  

M+IT Expert
Christine Andrew, Strategic Site Selection
A. As a key account manager at Strategic Site Selection it is my job to negotiate the best possible value for our clients. The topic of compli-

mentary WiFi comes up in almost every negotiation that we do. We are most successful in negotiating a favorable offer from a hotel when we 
have the group’s specific internet requirements prior to submitting their Request for Proposal. How many lines will you need? Do you require 
any hard lines? How many people will be online at the same time, etc.

This will allow the hotel the opportunity to present an offer reflective of their capabilities and any fees that might be attached to the re-
quested services which is the starting point for your negotiations. The hotel may offer a per line/per user offer and/or a lump sum offer [EM] 
either way you have options on what will work best for your group and your budget.

Having this key information early in the process will allow the hotel to offer Internet on a complimentary basis when they are able to. If they 
have not offered it as a complimentary concession in your first offer it becomes a point of negotiation as the hotels get shortlisted.

Knowing your needs is the most important negotiating tool you can have. Shopping more than one hotel in the city you are sourcing is also 
a good way to leverage your negotiations. Ultimately, the goal is for your organization and the hotel to walk away from the negotiation feeling 
satisfied that you have both met your goals. Your goal to contract the meeting within your budget, and the hotels goal to contract the space 
with reasonable numbers in place. A win-win for all.

Q. I really want to start using twitter in my events but there are many challenges that are making it extremely difficult. One of the big-
gest challenges for using live twitter feeds at events is filtering the posts. If you have a small team and don’t have a dedicated social media 
manager, what programs are available to help capture and remove inappropriate tweets before they appear on the feed?

 
M+IT Expert
Grail Noble, Yellow House Events

A. I strongly encourage the use of Twitter walls at your events even though they feel hard to control and time consuming. They make the 
event more interactive and they expand the dialogue to not just between your attendees but amplified outside the room to a much wider 
audience, which makes your content and your event more relevant. 

I do understand your trepidation with the lack of control on what is being said, but I always tell clients that if you are getting into social 
media (on or off-site), you need to have a stomach for free and open dialogue and take the good with the bad and the stupid with the smart 
comments. It’s how you respond that matters. 

If you don’t have a dedicated resource to monitor the wall, then just put a note up on the screen to say “This is an unmonitored live Twitter 
feed. The opinions expressed here are not necessarily shared by conference organizers. If you have any event logistics-related questions or 
immediate concerns, please see us at the registration desk.” But note this disclaimer won’t cover you on Twitter itself... but then again those 
comments could be out there whether you have a live twitter wall or not!  

Your responses can be very valuable. For example if someone tweets that your event is running long and they are hungry, you can respond 
with “Sorry you are hungry...come to the registration desk for an extra coupon from our meal sponsor.” Or if they disagree with the presenter, 
you can just send response like “thanks for expressing your opinion. Although we may not agree, stimulating dialogue is what events are 
about.”  

That said—you are correct that screening and responding to tweets requires a dedicated human resource. There really isn’t a 100 per cent 
“automated” way to do it of which I am aware. There are programs that will help by automatically aggregating all comments and questions 
using the event hashtag (which you MUST promote prominently at the event and ideally the day prior to properly track comments). Twitter it-
self allows for fairly easy tracking against a hashtag. Next you can look at free software like hashtags.org/chat—there’s lots of similar programs 
out there. You can also get into the paid apps like the kind that we use for branded Twitter parties like hashtracking.com.

It is still recommended to have a live person monitoring the tweets, not so much to monitor the comments but to ensure your responses are 
timely. If your resources are tight, this can be a well-briefed volunteer, a student or if you have a media sponsor of your event, this is something 
they will do for you. If you are still worried about inappropriate tweets appearing on the wall, you can ask your AV team to freeze on a certain 
screen while you refresh on a second computer to ensure new tweets are good to go. Another option is to have a visual twitter wall, which 
leaves less room for inappropriate comments and needs a lot less monitoring. People do love this as pictures of attendees come up in real-time 
and this works as a post-event picture gallery as well. Attendees and organizers are encouraged to post pictures on Twitter using the event 
hashtag, and then those pictures are projected onto the screen or “wall.” To view an example of one used recently at an event I attended, go 
to www.sharypic.com/ancientprom 

Q. 
What is a reasonable cost to pay for WiFi at hotels 
that charge on a per line/per user basis? Are you 
able to negotiate a lump sum cost? How can you 
get this complimentary?

A. 
As a key account manager at Strategic Site Selec-
tion it is my job to negotiate the best possible value 
for our clients. The topic of complimentary WiFi 
comes up in almost every negotiation that we do. 

We are most successful in negotiating a favorable offer from a ho-
tel when we have the group’s specific Internet requirements prior 
to submitting their Request for Proposal. How many lines will you 
need? Do you require any hard lines? How many people will be 
online at the same time, etc.

This will give the hotel the opportun-
ity to present an offer reflective of its ca-
pabilities and any fees that might be at-
tached to the requested services which is 
the starting point for your negotiations. 
The hotel may offer a per line/per user offer 
and/or a lump sum offer—either way you have 
options on what will work best for your group 
and your budget.

Having this key information early in the 
process will allow the hotel to offer Internet 

on a complimentary basis when they are able to. If they have 
not offered it as a complimentary concession in your first offer 
it becomes a point of negotiation as the hotels get shortlisted.

Complimentary WiFi; Twitter wall monitoring

QUESTIONS AND ANSWERS 
ON ISSUES OF INTEREST

Knowing your needs is the most important negotiating tool 
you can have. Shopping more than one hotel in the city you are 
sourcing is also a good way to leverage your negotiations. Ultim-
ately, the goal is for your organization and the hotel to walk away 
from the negotiation feeling satisfied that you have both met your 
goals. Your goal to contract the meeting within your budget, and 
the hotels goal to contract the space with reasonable numbers in 
place. A win-win for all. 

Q. I really want to start using Twitter in my events 
but there are many challenges that are making it 
extremely difficult. One of the biggest challenges 
for using live Twitter feeds at events is filtering the 

posts. If you have a small team and don’t have a dedicated social 
media manager, what programs are available to help capture and 
remove inappropriate tweets before they appear on the feed?

A. I strongly encourage the use of Twitter walls at 
events even though they feel hard to control and 
are time consuming. They make the event more 
interactive and they expand the dialogue so it’s 

not just between your attendees but amplified outside the 
room to a much wider audience, which makes your content and 
your event more relevant. 

I do understand your trepidation with the lack of control on what 
is being said, but I always tell clients that if you are getting into so-
cial media (on- or off-site), you need to have a stomach for free and 
open dialogue and take the good with the bad and the stupid with 
the smart comments. It’s how you respond that matters. 

M+IT EXPERT 
CHRISTINE ANDREW, 
Strategic Site 
Selection

ASK AN
EXPERT
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M+IT EXPERT 
GRAIL NOBLE, 
Yellow House Events

If you don’t have a dedicated resource to monitor the wall, then 
just put a note up on the screen to say, “This is an unmonitored 
live Twitter feed. The opinions expressed here are not necessarily 
shared by conference organizers. If you have any event logistics-
related questions or immediate concerns, please see us at the 
registration desk.” But note this disclaimer won’t cover you on 
Twitter itself... but then again those comments could be out there 
whether you have a live Twitter wall or not!  

Your responses can be very valuable. For example if someone 
tweets that your event is running long and they are hungry, you 
can respond with “Sorry you are hungry...come to the registration 
desk for an extra coupon from our meal sponsor.” Or if they dis-
agree with the presenter, you can send a response like “Thanks for 
expressing your opinion. Although we may not agree, stimulating 
dialogue is what events are about.”  

That said, you are 
correct that screen-
ing and responding to 
tweets requires a dedi-
cated human resource. 
There really isn’t a 100 
per cent “automated” 
way to do it of which 
I am aware. There are 
programs that will 

help by automatically aggregating all 
comments and questions using the event 
hashtag (which you MUST promote prom-
inently at the event and ideally the day 
prior to properly track comments). Twitter 
itself allows for fairly easy tracking against 
a hashtag. Next you can look at free soft-
ware like  hashtags.org/chat—there’s lots 
of similar programs out there. You can also 
get into the paid apps like the kind that we 
use for branded Twitter parties like hash-
tracking.com.

It is still recommended to have a live 
person monitoring the tweets, not so much 
to monitor the comments but to ensure 
your responses are timely. If your resour-
ces are tight, this can be a well-briefed 
volunteer, a student or if you have a media 
sponsor of your event, this is something 
they will do for you. If you are still wor-
ried about inappropriate tweets appearing 
on the wall, you can ask your AV team to 

There are so many reasons to host your next meeting in 
Richmond! Home to the Vancouver International Airport (YVR), 
25 brand-name convention hotels and only 25 minutes to 
downtown Vancouver. 

Best of all – when you book your meeting here you will receive 
up to $2,013 in credit towards your group master folio. Plus your 
attendees that book two nights pre or post meeting, will receive 
a $200 Vancouver Attractions Access Pass to 11 of our area’s top 
attractions. For more details call 1.888.297.5673

BOOK in 2013 
& SAVE $2013

  Meet in Richmond 
  Play for FREE* in Metro Vancouver! 

* Some restrictions apply, 
 for full details visit: meetinrichmondBC.com/MIT

freeze on a certain screen while you refresh on a second com-
puter to ensure new tweets are good to go. Another option is to 
have a visual Twitter wall, which leaves less room for inappropriate 
comments and needs a lot less monitoring. People do love this as 
pictures of attendees come up in real-time and this works as a 
post-event picture gallery as well. Attendees and organizers are 
encouraged to post pictures on Twitter using the event hashtag, 
and then those pictures are projected onto the screen or “wall.” To 
view an example of one used recently at an event I attended, go 
to www.sharypic.com/ancientprom  

DO YOU HAVE A QUESTION? Email cotsuka@meetingscanada.com 
and M+IT will call upon an expert to answer it in an upcoming issue.

ASK AN
EXPERT

Ask an Expert.indd   23 13-05-17   10:53 AM

http://www.sharypic.com/ancientprom
mailto:cotsuka@meetingscanada.com


MANAGING 
CHANGING 
DEMANDS

Successful events demand 
a joint effort. BY EDGAR HIRT 

One of the new realities both convention centres and meeting 
planners need to address these days is the rapid evolution in event 
content and formats. Driven by factors ranging from changing 
delegate expectations and program requirements to newly avail-
able technologies and an increasing engagement by participants 
in shaping the event structure, these shifts can require a signifi-
cant investment of effort by all concerned—often with little time 
in which to do it.

But there’s a lot at stake for everyone. Organizers know the 
importance of responding to changing expectations if they are 
to retain attendance—and those expectations are changing daily. 
Features like sustainability programs or available connectivity, 
which were considered luxuries even a year or so ago, are now 
simply givens. And, other features such as the availability of con-
tent through multiple media and remote technologies are moving 
rapidly in that direction. To add even more of a challenge, this is 
all coming at a time when event finances are still challenged from 
years of global economic recession.

Centres have their own issues in this regard. It’s a lot easier to 
change a program on paper than it is to reconfigure a building 
which may have been designed and built to meet different condi-
tions. At the same time, many of the new services, now so much 
in demand, are costly to support but organizers are not always 
willing to pay the extra expenses associated with delivering them. 
However, the centre product is itself constantly evolving, and that 
creates new opportunities to revisit how changing event require-
ments can be supported.

In the end, only one thing really matters for both parties: Ensur-
ing the delegate has the best possible experience and comes away 
from the event feeling they got a good return on their investment 
of both time and money. So it makes sense that more than ever, 
centres and planners should be collaborating on how to deliver 
that experience as powerfully and cost-effectively as possible.

There are two keys to achieving this, and again, both parties have 
a role to play. The first is creativity and the second is transparency.

In the creativity department, the need is to anticipate new 
program demands as far in advance as possible in order to cre-
ate a better opportunity to address them. This means an ongoing 
dialogue between the planner and the centre during the period 
between booking and delivery in order to take full advantage of 
new services and program options that may be developed in the 
interim. Often—sustainability is a good example—it’s possible for 
planners to address their organizational expectations very cost-
effectively by virtue of programs being put in place at venues. In 
other cases, such as required new space configurations, creative 
solutions can be found within existing spaces if there is advance 
information that enables the venue to look more widely at the 
available options.

As far as transparency, again it only makes sense to get all the 
expectations on the table and keep updating these as conditions 
evolve so there are no surprises on either side. With the long lead 
times characteristic of many events there can be a tendency to 
make decisions about spatial and servicing requirements under 
one set of circumstances and only revisit these after there have 
been significant changes, often with big cost implications. By 
keeping this conversation active and updated the surprise factor 
can be minimized and, in the meantime, everyone can be on the 
lookout for greater savings and efficiencies. 

AIPC member centres recognize that the world of meetings 
and conventions is an increasingly complicated one, but they also 
understand that the desired outcome—a successful event that 
meets the “relevance test” for delegates—remains the same. The 
consensus view of our members, and the goal they are setting for 
themselves, is that by working together in a creative and open 
atmosphere, both they and the organizers they work with can 
make sure that happens to everyone’s benefit. 

—Edgar Hirt is president of the International Association of Congress Centres 

(AIPC) and managing director of Congress Center Hamburg. www.aipc.org  

secretariat@aipc.org

CONVENTION 
FILE

M E E T I N G S C A N A D A . C O M24

AIPC.indd   24 13-05-17   10:51 AM

http://www.aipc.org
mailto:secretariat@aipc.org


25M E E T I N G S C A N A D A . C O M

The Final
Verdict

MORIAH BACUS, WPICC
Event Planner,
Define Events 

Government recog-
nition of the busi-
ness events industry 
could aid in shifting 
away the common 

perception that large business events simply 
create unnecessary or excessive expenditure 
and waste, towards a view that events are an 
investment in business and our communities.

If the government acknowledged the 
employment opportunities that our indus-
try creates, it could further promote the 
events industry in the community, driving 
growth in student interest and entrance 
into the industry. 

Recognition lends credibility to the 
business events industry and showcases 
those in it as event professionals, and not 
simply “party planners.”

While we’ve received some govern-
ment recognition, and there are good rea-
sons for wanting to acquire more, perhaps 
we need to build a case before lobbying 
the government. 

An industry-wide action plan focused 
on standardization of event planning prac-
tices would do well to grow the industry 
while bolstering its reputation. The com-
bined effort could result in meaningful re-
porting to illustrate ROI of business events 
to the government.

LIRA BUSCHMAN, CMP
Communications 
& Special Projects 
Officer/Agente des 
communications et  
des projects spéciaux,
UCTE/UCET

Lobbying has al-
most become a dirty word. When we hear 
the word, people picture placards and peti-
tions and schmoozing with government of-
ficials. That’s not the case however. 

The need to get recognition for the meet-
ings profession as a legitimate industry and 
not a “nice to have” is important for all of us. 

There is still a misperception to what 
is a meeting or event planner. Ask your 
family members or friends? They think 
we plan and attend parties or golf tourna-
ments—that’s it. 

Most people do not realize the level 
of work that goes into what we do. They 
don’t realize the meetings industry con-
tributes over $30 billion to the GDP and 
employs over 500,000 people. They don’t 
realize that we employ strategies to create 
environments that impact everything from 
million-dollar contracts to government 
treaties and relationships.

If we don’t raise awareness about what 
we do and how we do it, then at a time 
when the economy is unstable, profession-
als within our industry will be the first cut 
since we are seen as a “nice to have.”

LEANNE 
CALDERWOOD, CMP
Director, Global Accounts,
HelmsBriscoe

I am in favour of the 
events industry con-
tinuing to lobby gov-
ernment to formally 

recognize business events as an industry.
As the Canadian Economic Impact 

Study (CEIS) indicated, the meetings in-
dustry contributes roughly $32 billion 
a year to the Canadian economy, yet as 
meeting professionals we are constantly 
struggling to prove our place and have our 
value recognized.

Just as doctors require formal educa-
tion and experience, so should our industry. 
Having government support would elevate 
those who have invested in our profession 
and ensure that the quality of our work is 
protected. Being recognized as profession-
als and trained experts would translate into 
increased salary scales and our contribu-
tions seen as valued assets.  

It’s time that we hold all our Canadian 
industry professionals accountable. What 
we’ll see is better service for local and 
international delegations, thus increasing 
revenues for our Canadian suppliers and 
event planners. 

I see our nation attracting even more 
events and more revenues if we position 
our industry as not only professional but  
accountable.

independent association third party

DOES BUSINESS EVENTS 
WARRANT ITS OWN INDUSTRY?
There’s been much talk of the business events community banding together to lobby government in an attempt to have 
business events formally recognized as an industry. But some planners say they’re happy doing what they do, and don’t 
see the need for funds and efforts raised and spent on lobbying government for this purpose. What’s your opinion?

AS TOLD TO CHRISTINE OTSUKA

HAVE AN OPINION? 
E-mail cotsuka@meetingscanada.com

These planners agree that there’s real value in the 
business events community being formally recog-
nized as an industry. And why not? Everyone wants 
recognition and respect. But before we divert 
efforts and funds to the cause, it’s wise to ensure 
we’re all on the same page. Many planners I spoke 
to for this edition of Perspectives had a limited 
opinion because they weren’t aware that this was 

an issue. And without awareness, how 
can we have a collective voice? Before 
we start educating Parliament Hill,  
perhaps we should start educating  
each other. 
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GEEK OUT
BY MARK WARDELL

10 apps & tools for business.

So many amazing apps and tools have come 
into my life this past year. Clearly, there’s no 
shortage of innovation when it comes to 
designing technologies for a more efficient, 
effective business. Here I’ve rounded up 10 
of my personal favorites to share with you. 
Enjoy.

CloudOn (free)

A great tool for business people constantly 
on the go, CloudOn essentially puts Micro-
soft Office on your favourite devices so you 
can easily work on the files you already store 
in the cloud with Box, DropBox, Google 
Drive or Microsoft while you’re on the go. 
This is a great tool to help with your overall 
organization and productivity. I use it to edit 
MS Word, PowerPoint and Excel files on my 
iPad, which is amazing because who knows 
when Microsoft will come out with MS Of-
fice for the tablet/smartphone. 

Square (free)

Square is a little box that plugs into a smart-
phone or tablet and turns it into a credit 
card reader. Brilliant! The fees are extremely 
low (compared to other larger companies) 
and businesses don’t need to go through 
a lengthy approval processes you just buy 
it and get started. This is a great tool for 
companies at trade shows, doing product 
demos or even retailers who either don’t 
want to renew their contracts with more 
pricey payment processors or want to give 
their salespeople a more interactive way 
of collecting payment (i.e. roaming around 
on the floor talking to customers instead of 
standing waiting at a cash register).  

Prezi (free)

An amazing presentation tool that diver-
ges from the traditionally one-dimensional, 

boring PowerPoint slides, Prezi is also 
cloud-based, so geographically dispersed 
people can easily collaborate on a single 
presentation in real time across time zones 
during meetings. Slightly more exciting 
than the traditional alternative.

Mavenlink 
Mavenlink is a fantastic, custom-branded 
project management solution that allows 
you to collaborate online, enter your time, 
work within a budget and send invoices. 
It has a great mobile app and works with 
Google Docs, Calendar, and Contacts. 

MailChimp (free)

If sending newsletters has been a painful 
experience in your world, take a look at 
MailChimp. MailChimp helps you design e-
mail newsletters, share them on social net-
works, integrate with services you already 
use, and track your results. It’s like your own 
personal publishing platform. It works with 
Google Analytics, Contacts, and Docs.

Capsule CRM 
Capsule CRM is a simple, flexible CRM for 
small businesses and sales teams, that al-
lows you to easily track all of the people 
and companies you do business with, your 
communications with them, opportunities 
in the sales pipeline, and basically whatever 
needs to be done when it comes to your 
connections.

myERP (starts at $19/month)

My ERP calls itself “one app to run your 
business” and indeed this exceptional 
app will help you with everything from 
Accounting, Billing, CRM, Projects and In-
ventory. For example, myERP will gener-
ate real-time reports like profit and loss 

reports, balance sheet and tax statements, 
even auto-reconciling your accounting 
with your banks. It works with Gmail and 
Google Calendar.

CardMunch (free)

What do you do with business cards? For a 
while now, I’ve been stashing them and ask-
ing my assistant to enter the contacts into 
our system. Cardmunch makes it way easier. 
This is a brilliant little app that captures 
your business cards on your phone, creat-
ing a contact list that is easily shareable 
and transportable to other platforms like 
LinkedIn or Contacts. Fantastic timesaver. 

UberConference (free)
UberConference brings a visual element to 
conference calls, making the dreaded, often 
fuzzy experience much more clear and en-
joyable. The on-screen display shows instant 
profiles of all participants, so you can clearly 
see who’s on the call and visually know who 
is talking. Names, photos and other info are 
easily pulled in from your address book and 
social networks.  

HootSuite (free)

When it comes to managing your social 
accounts, Hootsuite is an incredibly useful 
business app. A single, web-based dash-
board lets you track and post to all of your 
company’s social media profiles Facebook, 
Twitter, LinkedIn, etc. from one place. Ana-
lytics show which messages are actually 
getting viewed, clicked on and generating 
real ROI. 

—Mark  Wardell is president & founder of Wardell 

Professional Development (www.wardell.biz), an 

advisory group that helps business owners plan

 and execute the growth of their companies. 
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AN INVISIBLE DRIVING FORCE
The mentor-mentee relationship. BY SHANNAN SCOTT

Just under a year ago, I began to question my career choice. In uni-
versity, I had that “Aha!” moment, fell in love with the meetings and 
events industry and was convinced that this was where I belonged. 
I dove into it head first and landed a position with a great company. 
But, somehow, after only eight months I began to lose interest. The 
career I thought was a perfect fit was no longer driving my passion. 
I struggled to figure out exactly what I was feeling and why. 

Confiding in friends and family provided comfort but not a solu-
tion to my problem. I needed to speak with someone who had been in 
my shoes, someone who could understand what I was going through. 
Like many twentysomethings new to their industry, I didn’t have a list 
of senior contacts who I felt comfortable seeking advice from. Luckily, 
I remembered someone who had remained a constant in my life over 
the past five years—my events professor from Ryerson University. 

When I caught up with her at the next MPI event, she asked 
the inevitable “How’s the job?” question. I took a deep breath and 
told her my dilemma. She listened intently and showed a genuine 
concern but more importantly, she understood what I was seeking 
and recognized what I was lacking in my position. To my surprise, 
she told me that it’s important to figure out what you don’t like in 
order to find out what you do like. She reassured me that these 
were the years to experiment and dip my feet into different areas 
and test the waters. This is the fun part, she said.

When I started my career I didn’t seek out a mentor through 
a formal arrangement such as the pairing MPI offers its mem-
bers. And, although my professor had become my go-to person 
when I needed career advice, guidance and a different perspec-
tive, especially when I doubted my decisions or lacked confidence 
in my abilities, I never considered her a mentor. I considered our 

post-university relationship a friendship. 
A big part of mentorship is relationship building. In speaking 

with a few of my Gen Y peers, I discovered many believe it’s smart 
to have multiple mentors as one person may be more helpful in a 
certain situation over another. This is particularly wise when you 
are just beginning your career. 

I don’t see a major generational difference when it comes to 
views on relationship building but, as an industry, it’s something 
we need to work harder on. The inevitable boomer exodus is go-
ing to have a large impact and it’s imperative that senior members 
of the industry share their knowledge and expertise with the up-
and-coming generation. Mentoring is one way senior professionals 
can give back to the industry today.

Down the road, I’m hopeful that mentoring relationships will 
become more prevalent. Job seekers will find that, at least in this 
industry, success will be more about knowing who to connect with 
and learn from, rather than what you study in school. In basic terms, 
it’s who you know, not what you know. I find Gen Y’s are focused 
on envisioning the big picture of their career, learning the value 
of something before they become involved and are very strategic 
about who they connect to and choose to add to their network. 

I can see myself being a mentor one day because I’ve experienced 
firsthand how valuable it is to have someone as an invisible driving 
force behind your success, someone to be a sounding board and 
help you make decisions that are in line with your goals. Someone 
to help ignite—or reignite—the passion you have for your career. 

—Shannan Scott is a 23-year-old buyer at Meridican Incentive Consultants.  

See her speak on this topic at MPI’s World Education Congress in Las Vegas.

TWENTYSOMETHING

Canoeing
Turn to page 37

Jill Harrington of salesSHIFT,  
M+IT’s 2012 Hall of Fame inductee 
in the industry mentor category, 
explains what mentoring means  
to her. 

“I am a huge advocate of reverse mentoring. In fact, I’ll take it 
one step further and say we live in an age where the real value 
lies in ‘reciprocal’ mentoring.  What do I mean?

“I am of a generation that grew up with little exposure to 
the digital world. Tweet, the Cloud, smartphones these are 
terms we would have expected to hear alongside ‘Beam me up, 
Scotty’ on an episode of Star Trek. Members of younger gen-
erations have an intuitive understanding of social media and all 
things technical. As a result, they have extraordinary ‘mentor 
value’ to those of us who would like to be more technologically 
proficient faster. 

“On the flip side, we offer our young colleagues the benefit 
of our life experience and wisdom. We can show them how we 
achieved success and help them understand that bumps along 
the way are par for the course and can be maneuvered with 
tenacity, a willingness to learn and great big gobs of humour.

 “I work with a lot of high energy sales pros, some of whom—
and it pains me to say this—are half my age, and I’m constantly 
surprised that we have so much in common: the desire to learn 
and grow, to be the best we can, and to be significant in this 
world. But, while we possess similarities, generations come at life 
from different perspectives. I have frequently caused my young 
mentees to hit the pause button, slow down and consider a more 
effective approach to a difficult situation. And they continue 
to bring me fresh perspectives, ensuring that I never become a 
dinosaur.

“By the way, if anyone wants to volunteer to be my tech/ 
social media mentor… I’m ready to sign up.”
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ACCESSIBLE AND INCLUSIVE
Organizing events for persons with disabilities.

BY HEATHER E. REID, ARCT, MSC AND MARILYN DALZELL, CMP

Professional event planners have a responsibility—beyond  simply 
a legal one—to ensure that their events are accessible and inclusive 
to all potential attendees, including the 14.3 per cent of Canadians 
who report having a disability, both visible and non-visible. Here are 
eight considerations and resources that will assist the professional 
planner when executing an “accessible and inclusive” event.

1) DISCUSS, ASSESS AND COLLABORATE AT THE START
Accessibility and inclusiveness for a person with a disability need 
to be addressed collaboratively between the planner and key 
stakeholders at the beginning of the event-planning journey. Pro-
actively assessing the range of possible challenges, such as iden-
tifying disabilities, venue accessibility issues, dispelling attitude 
barriers, and boosting Accessibility Customer Service Standards, 
are key components. Consider consultations with accessibility 
professionals to assess barriers and/or work on providing solu-
tions and remediation plans.

 
2) DO YOUR RESEARCH 
In Canada, the UN Convention on the Rights of Persons with Dis-
abilities provides a framework on disability definitions and guiding 
principles for communication, language, reasonable accommoda-
tion of needs, universal design and guiding principles. The Amer-
ican Disabilities Act (ADA) is the most stringent piece of access-
ibility legislation in the world and provides an excellent reference. 
Planners should investigate regionalized frameworks such as the 
Accessibility for Ontarians with Disabilities Act (AODA). 

3) UNDERSTAND AND IDENTIFY DISABILITIES
The UN Convention describes persons with disabilities as those 
who have long-term physical, mental, intellectual or sensory im-
pairments, which, in interaction with various barriers, may hinder 
their full and effective participation in society on an equal basis 
with others. Disabilities fall into a few broad categories: visible 
and non-visible, as well as permanent, temporary and the severity 
of the disability. Understanding the various disabilities is key to 
understanding the potential and real barriers presented to atten-
dees during an event.

4) CHOOSE A VENUE AND ACCOMMODATIONS WITH 
ACCESSIBILITY IN MIND
The following considerations hint at the range of factors that 
should be top of mind when scoping meeting space or accommo-
dations: suitable quiet/chill rooms; washroom adaptations consid-
ering gender identity issues, as well as physical needs; check-in 
solutions such as lower counters; safety procedures including 

alerts (ie., strobe lights) in rooms for hearing impaired, evacuation 
procedures printed in Braille and large print; availability of mobil-
ity scooters and wheelchairs; seating plans for wheelchairs and 
ramps for staging; and considerations for accessible and some-
times customizable food and beverage service. 

5) CONSIDER YOUR TRANSPORTATION REQUIREMENTS
In addition to the responsibilities of scoping suitable venues, plan-
ners should also give consideration to the transportation needs of 
their client. Wheelchair accessibility, special transfer vehicles, re-
served parking spaces posted with proper international symbols, 
ramps into venues, handrails, non-slip surfaces, electronic doors 
are all solutions to accessibility barriers. 

6) BE MINDFUL OF ATTITUDES AND VOCABULARY 
Attitudes are portrayed through vocabulary, body language, 
mood, etc. Educating and training staff to carefully use appropri-
ate language is of utmost importance—i.e. person with disability, 
rather than disabled person. Addressing the person directly while 
speaking slowly, listening carefully, repeating any instructions that 
you receive and respecting the individual are critical. Ask ques-
tions: How may I help you? May I be of assistance?

7) CREATE A CUSTOMIZED CUSTOMER SERVICE PLAN
A solid Accessible Customer Service Plan complements and sup-
ports your endeavours. Ensuring that your entire event team is 
trained and familiar with assistive devices, able to communicate 
appropriately about individual needs, welcoming of accompany-
ing persons and comfortable with unexpected disruptions to ser-
vices or facilities, is providing service with excellence! 

8) WHEN IN DOUBT, RESEARCH OR REACH OUT
The Internet provides a host of documents that will complement 
the planner’s scope of considerations. Accessibility for persons 
with disability subject matter experts are available nationwide. 
Government websites such as Human Resources and Skills De-
velopment Canada are good resources. Colleagues and local as-
sociations are also excellent sources. In addition, we believe that it 
is professional and respectful to seek guidance and wise counsel 
directly from our clients—ultimately making sure that our event 
management plans are congruent with their needs!  

—Heather E. Reid, ARCT, MSc, is principal planner and owner of Innovative 

Conferences & Communications and Marilyn Dalzell, CMP, is managing  

director, Dalzell Meetings & Events.  They can be reached at  

hreid@innovcc.ca and mjdalzell@rogers.com respectively.
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YOU WIN WHEN 
YOU DRAW 
PEOPLE IN

Brand community-building can transform 
a “no” into a “yes” and vice versa.

BY PATRICK MCGOVERN 

One of the great things about travel is the opportunity to see 
how people interact in different cultures. And yet, the more you 
travel, the more you’ll find that people are people, wherever you 
go. There are fundamentals that hold true for all of us.

I experienced a great example of this when I attended the 
premiere of an Oscar-nominated foreign film recently. Okay, it 
was travelling of the armchair variety, but foreign films can often 
broaden the mind equally well!

Simply titled “No,” the film relates the story of a campaign to 
oust Chilean dictator Augusto Pinochet in the late 1980s. The un-
likely hero is a young advertising creative director, who is called on 
to advise the anti-Pinochet coalition in a Yes-or-No referendum on 
extending the dictator’s presidency.

It’s a surprisingly fun, lighthearted and human film that, even 
with subtitles, feels intimate and personal. It is compelling largely 
because it is much more about people than politics.

René, the young ad man, is reluctant at first to get involved 
because it’s a distinctly poor career choice to take the “No” side. 
But when he sees the TV ad the coalition wants to run, filled with 
torture victims, statistics on the numbers of “disappeared” people 
and political prisoners, he can’t help asking, “Do you really think 
you’ll win with this?”

The frank answer from the opposition leaders is, of course not. 
The election, they say, is certainly rigged. And besides, the only 
two constituencies with any likelihood of joining their cause are 
the disaffected, unemployed youth and the impoverished elderly. 
But these two groups have nothing in common demographically 
and have completely divergent interests. “It’s impossible!” states 
one of the organizers.

Keeping a low profile from his boss, René is seen working at 
his kitchen table to design a hopeful, colourful logo and slogan. 
A positive attitude begins to take hold, but as the campaign pro-
gresses the regime puts its propaganda machine into high gear. 
With full-day control of the state TV channel, against the oppos-
ition’s allotted 15 minutes each night, the military-backed regime 
denies any atrocities or wrongdoing. The opposition wants to 
counter this lie by putting actual witnesses on screen. “We need 
more testimonials,” says the leader of the coalition. “No,” says 

René. “We need more humour!”
It won’t be a spoiler to tell you which side won, you can look 

it up in your history books because this is a real story. In the end, 
it was colour, humour and hope for the future that won the day.

The message is that you can’t build a strong, positive brand 
by shocking people. One of the great myths of advertising and 
marketing is the notion that all you have to do is shout loud and 
get attention to win in the marketplace. As this story illustrates so 
well, that wasn’t true in the ‘80s, and it’s even less true today. With 
the omnipresence of the Internet and social media, content that 
repels people rather than attracting them can hurt you faster than 
ever—and the repercussions can last longer than ever.

The way to win is to draw people in—this is what the brand 
community perspective makes clear. Some people think brand 
community is a new notion, invented in 2004 by Facebook. Ac-
tually, it’s not new at all. It’s one of those fundamental shared char-
acteristics of people everywhere—they want to align themselves 
with communities with which they feel a positive connection.

An example of how this applies to the meeting and event 
planning industry was brought forward in the April.May 2013 
issue of this magazine (“Hard Wired: Meetings Content Online,” 
page 21). It was noted that event organizers are hesitant to put 
the content of their meetings online. The fear is that potential 
attendees will stay away if they think the content is easily avail-
able, without the travel.

When you think about it, this is a negative approach to persua-
sion. It’s natural to want to say, “If you don’t come in person, you’ll 
miss out!” But it can be more powerful—and positive—to say, “Par-
ticipate with us in any way that works for you.” In reality, many 
organizations have found that putting content online increases 
attendance at the next event. People see it and say, “I want to be 
part of that!”

Finding a positive way to express your brand values is the best 
way to win. Why? Because it draws people in! 

—Patrick McGovern is partner and chief strategy officer at Blade Creative  

Branding Inc., a Toronto-based branding, advertising and marketing  

solutions firm. pjmcgovern@bladebranding.com

BRANDING MATTERS
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STRATEGIC
PATHWAY

So much of what we typically read in industry publications is 
focused on internal events, whether they are sales conferences, 
training sessions or incentive programs. My purpose today is to 
take a different approach: I’m going to talk about events as a mar-
keting tool and explain how planners can use this knowledge to 
enhance their personal career.

Events offer an unparalleled opportunity to engage custom-
ers and prospects in an immersive environment for personal inter-
action that builds brand awareness, loyalty, and ultimately gener-
ates sales for an organization.

In the events community we often don’t think of events as mar-
keting mechanisms, or ourselves as marketers. But, events are an 
effective and critical part of the marketing mix. The statistics re-
inforce this fact.  

According to the 2010 EventView Study published by the Event 
Marketing Institute and George P. Johnson, events are considered 
to be the second most effective tactic when calculating return 
on marketing investment, bettered only by digital marketing. In 
addition, several recent studies have shown that event marketing 
spend typically represents 17 to 20 per cent of total marketing 
budgets across all industries. 

Still, many event professionals are intimidated by the thought 
that their work is of substantial value to the marketing strategy of 
their organization. My purpose here is to tell you that what you do 
adds a lot of value.  

The process starts with thinking strategically and understand-
ing how events fit into the bigger picture.  Refer back to my Stra-
tegic Pathway column in the February.March 2013 issue of M+IT; 
many of the items on the checklist in that article provide value in 
this context.  

When you stop concentrating solely on logistics and refocus 
on the big picture and the key components of event marketing 
strategy, it is possible to change the dialogue around events and 
ultimately, become a key resource in the marketing strategy for 
your organization.

THE POWER 
OF EVENTS

BY NICOLA KASTNER, CMP, CMM

Understanding the value of what you do.

For example, I am an events person through and through. I 
studied hospitality and tourism management at Ryerson, and 
have spent my career focused on event planning. How is it then 
that I have started my own event marketing consulting business, 
and am on retainer with some of the most sophisticated organiza-
tions in the world to help guide their event marketing strategy?  
It’s because I was able to connect the events-marketing-strategy 
dots a number of years ago.

In fact, I can tell you the exact moment that light bulb went 
off for me. It was at the 2002 MPI World Education Congress 
held in Toronto, when I sat in a breakout session conducted by 
David Rich, senior vice-president, Strategy + Planning/World-
wide, at George P. Johnson Experience Marketing. The session 
was about event marketing and from that moment on I knew 
what my calling was in the industry.  To this day David doesn’t 
know the impact that he had on my career, but I’m hoping to be 
able to pay it forward and inspire some of you the same way he 
did for me.

So let’s talk about event marketing in a little more detail. What 
exactly is it? Why is it effective and what are some of the key facts 
that you should know? Before I go any further I need to establish 
that I am talking about business-to-business (B2B) event market-
ing in this article. Some may see things differently, but in my opin-
ion the strategies and tactics related to B2B event marketing are 
substantially different than those in the consumer space.

Event marketing is based on the premise of using different 
types of events (third-party trade shows, proprietary trade shows, 
user groups, technical conferences, roadshows, product launches, 
sports marketing, etc.), as part of an integrated marketing port-
folio, to achieve specific business and marketing objectives.  

Key marketing objectives for a marketing event can vary from 
awareness building to demand generation. However, when you 
boil it down into the simplest terms there are four universal ob-
jectives that an organization aims to achieve when they imple-
ment an event marketing program.
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1. TO GENERATE SALES 
This can take the form of generating net new leads, accelerating 
the sales cycle or expanding the sales cycle. By integrating events 
into the sales process, event marketing becomes an extremely  
effective (and economical) tool to generate sales because it 
places the sales force in close proximity to a large number of  
decision makers. 

2. CUSTOMER ENGAGEMENT
Corporate business has placed an added emphasis on the needs 
of customers (a good thing), however the challenge often lies in 
engaging them in meaningful dialogue. Marketing events are un-
matched in their ability to build customer relationships through 
effective two-way engagement.  

3. BRANDING & AWARENESS
Events are incredibly effective at creating awareness to new audi-
ences, and to reinforcing your company’s brand so it stays top of 
mind with customers.

4. EDUCATING ATTENDEES
In the simplest terms, people attend events for two reasons: to 
learn something or to network. It is important to provide motivat-
ing, relevant and valuable information that meets the needs of 
the audience. Many events become lost opportunities because too 
much time is spent focusing on corporate messaging, versus ad-
dressing and satisfying the needs of the audience, and as a result 
do not deliver the desired strategic results. Success comes from 

finding the right balance between customer/attendee needs, and 
the corporate objectives in running an event.  

It is also critically important for an organization to integrate 
their event marketing portfolio with other marketing and sales ac-
tivities, essentially making events a key component of the bigger 
picture. The numerous benefits of doing this include:

▲ Strategic direction and alignment to corporate goals 
▲  Key organization priorities positioned consistently across all 

marketing mechanisms
▲  Well-planned customer touch points that accelerate the sales 

process and deepen relationships
▲ Improved brand consistency and message effectiveness 
▲ Centralized marketing data reporting 
▲  Looking across the event mix reduces cost and encourages 

smart portfolio management

In my opinion, few Canadian companies consider the use of 
event marketing as a key component of their marketing strategy.  
This is where the events community comes in. Collectively, we can 
take the lead and show the value that events can—and do—add to 
the bigger marketing picture.

In my next column, I’ll dive deeper into the subject and explain 
some of the key components that must be considered in develop-
ing a successful marketing event. 

—Nicola Kastner, CMP, CMM, is president and chief strategist of  

Convergence Event Marketing, based in King City, Ont.
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The economic downturn in 2008 brought many changes as com-
panies implemented cost-cutting strategies in the wake of the re-
cession. Over the past five years, U.S. and Canadian economies 
have slowly recovered, but corporations continue to keep a close 
eye on budgets and employ specific guidelines to ensure that 
spending remains in check. 

Many companies have embraced Strategic Meetings Manage-
ment (SMM) programs to control spend on their meetings and 
events. By taking a disciplined approach to meeting and event 
activities, processes, suppliers and data across the enterprise, 
companies are able to achieve measureable business objectives 
that are aligned with their organization’s strategic goals/vision. 
This is done in collaboration with travel managers and meetings, 
procurement, compliance, IT, finance, sales, marketing and legal 
professionals across the organization.

Pharmaceutical, medical device and life science companies have 
the most mature SMM programs and reporting practices today, due in 
part to a government requirement in some countries to track spend-
ing on healthcare. Australia, Denmark, France, Slovakia, India, Japan, 
The Netherlands, The U.K., and Estonia have established reporting re-
quirements for the pharmaceutical industry, while Germany, Ireland, 
and Hungary all have laws requiring companies to report financial 
support to patient associations, and Turkey, The Philippines and Thai-
land are considering some type of transparency legislation. 

The U.S. government passed the Physician Sunshine Act in 
2010, which will be implemented this year. It requires all health-
care practitioners (HCPs) to report any transfers of value from 
drug and medical device manufactures. This includes all travel 
spend associated with attending conferences and events to learn 
about new research methods and/or products. 

While the Canadian government has yet to institute specific 
legislation or regulations around healthcare reporting, discussions 
are happening and most meeting professionals agree that it is 
likely just a matter of time before Canada-based companies are 
asked to comply with government standards. Many pharmaceut-
ical companies in Canada already have very strict reporting guide-
lines based on their own internal requirements, which has led to a 
shift in the way that meeting professionals work. 

Transparency is exceptionally important in terms of staying 
within policy and within budget. Planners must be in constant 
communication with hotels to ensure that master service agree-
ments and negotiated rates are being upheld, and that they have 
established agreements in terms of attrition. Many suppliers 
used to be willing to waive penalties when contract agreements 
were not met, but that is no longer the case as the hotel mar-
ket has rebounded. Penalties can have a significant effect on the 

overall budget, so planners must be sure to pay close attention. 
Relationships with restaurants have also evolved. Five years 

ago, event menus were determined by attendees. Today, instead 
of consulting attendees, planners proactively share their budgets 
with the food and beverage provider and ask them to determine 
the menu based on their specific budget requirements. 

These new processes work well, but in some cases it means 
that planners are taking on a bit of a new role serving as the policy 
police. They’re recommending customers consider booking events 
and dinners that meet budget requirements that have been laid 
out by the company’s policy and guidelines.  

So how does the team ensure that all is accounted for?
They rely on checklists and communication. Checklists to monitor 

critical deadlines to ensure there won’t be any surprises on the final 
bill, and communication amongst team members, with clients, sup-
pliers and attendees to ensure that everyone is on the same page. 

As reporting standards continue to change across the world, 
global meeting planners need to be aware of the specific require-
ments that exist both in their home country and in other countries 
where they host meetings, and be prepared to change the way 
they work in order to meet those guidelines. 

—Dianna Gimza-Piercy is director of meetings and events for CWT Meetings & 

Events, a global leader in events and meetings management. She oversees the meet-

ings program of a global eye care company, and is based in Mississauga, Ontario.

INCENTIVE 
TRAVEL 
INSIGHT MEETING 

GUIDELINES BY DIANNA GIMZA-PIERCY

Regulations in the pharmaceutical  
industry necessitate change in  
meetings management.

Making the Case for SMM
There are a lot of reasons for a business to implement a stra-
tegic meeting management program and centralize its meeting 
spend, says Betsy Bondurant, CMM, CTE, president of Bondur-
ant Consulting in Coronado, California. A specialist in strategic 
meeting management solutions, she reels off the benefits: re-
duced risk and liability due to improperly negotiated contracts; 
better use of executives’ time; improved room (hotel and meet-
ing) rates; controlled spend; consistency in messaging; and 
significantly, the ability to track return on investment (ROI). 
There doesn’t seem to be anything but upside so why doesn’t 
every corporation have a SMM program?

“I think there’s a perception that it’s challenging and 
complex, but it really doesn’t need to be,” Bondurant explains. 
“Once companies have defined meeting—Is it 10 or more 
booked rooms per night? Is it $20,000 or $50,000?—the 
process can be as simple as, ‘Send an e-mail to Betsy and she’ll 
help you with the sourcing and the contract negotiation’.” - L.S.
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FULL-THROTTLE: SECRETS 
TO SUSTAINING HIGH-LEVEL 
PERFORMANCE 
Some jobs demand a high level of performance. 
And MICE industry professionals know all 
too well the pressures to perform, wow, 
excite and outdo themselves. Being the 
best often means performing at our max, 
day-in and day-out. So how do you maintain 
and sustain that level of performance? Our 
high-performing (and top-secret) keynote 
speaker will share their personal insight in 
this hotly anticipated keynote presentation. 
Don’t miss out! 

Why the secret? We’re under contract and 
so is our speaker. This is not a marketing 
tactic or a tool to build hype. When we reveal 
who this individual is, you’ll understand.  
We promise!

A MUST-SEE KEYNOTE ADDRESS, 
TRUST US. REGISTER TODAY!

PRODUCED BY

?
You have trusted  
IncentiveWorks to  
deliver intelligent  
keynotes – would  
we let you down?
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SCOTT HARRISON
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DOUGLAS RUSHKOFF
EVAN SOLOMON
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CHUCK MARTIN
MITCH JOEL
JUSTIN TRUDEAU
LEONARD BRODY
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PETER SHEAHAN
JOSH LINKNER
PAMELA WALLIN
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When U.S. retailer Target announced its intention to enter the 
Canadian market a ripple of fear went through this country’s retail 
industry. A portion of that fear stemmed from the need to improve 
their marketing, pricing and product selections to keep up with 
the new competitor. But the real shiver up the spine was caused 
by the collective realization that when it came to town Target 
would be poaching their best and brightest employees.

This fear isn’t unique to the retail industry. In today’s fiercely com-
petitive marketplace, holding on to good employees and attracting 
new talent is a business imperative. According to Deloitte’s 2013 Top 
Five Global Employer Rewards Priorities Survey, 26 per cent of re-
spondents said that the most significant challenge their organization 
faces in the next three years is the “shortage, motivation and reten-
tion of qualified talent.”  In contrast, only 12 per cent cited uncertain 
economic conditions as their most significant challenge. 

To meet the challenge of motivating and retaining qualified 
employees, 34 per cent of companies said they planned to re-
design some part of their rewards programs to better align with 
the interests of employees. The survey also revealed that organ-
izations around the world are grappling with how to reward a 
workforce that encompasses four generations, each with different 
expectations and needs.

The 2012 Canadian Incentive Trends Survey conducted last May 
by Berkeley Payment Solutions, polled 767 Canadian profession-
als from marketing services organizations, incentives firms, human 
resources consultancies, and organizations working across indus-
tries and sectors. It revealed that 36 per cent of respondents didn’t 
know if, or didn’t believe, their employee incentive programs mo-
tivated all the target groups in their business. Additionally, 75 per 
cent agreed that it was “difficult to develop incentive programs 
that motivate a multi-generational workplace.” 

The survey also delved into generational differences and simi-
larities. Forty-six per cent of respondents said it was equally dif-
ficult to choose appropriate incentives for employees of all the 
generations—Matures (67+), Boomers (48-66), Gen Xers (33-47) 
and Millennials (under 32). However, in terms of being perceived 
as difficult to motivate with incentives, Millennials were the front 
runners (21 per cent) followed by Boomers (16 per cent), Matures 
(19 per cent) and Gen Xers (eight per cent). 

 Ingrid Buday, human resources coordinator for Teranet, a 

BY LORI SMITH

Toronto-based technology services company and one of the sur-
vey’s respondents, admitted that it can be difficult to design com-
pensation and incentive packages that appeal to all age groups. 
“The challenge,” she said, “is in creating a program that is flexible, 
measurable and valued by all recipients.”

Of course, finding out what all recipients value is easier said 
than done. For example, the Berkeley survey revealed that costs 
and participation satisfaction/experience are the top two factors 
companies consider when designing incentive programs. When 
asked which incentive item they thought was most cost-effect-
ive, the top response was retail gift cards at 32 per cent followed 
by merchandise (30 per cent), prepaid Visa, MasterCard or 
American Express incentive cards (26 per cent), incentive travel 
(four per cent) and experiential events (three per cent). How-
ever, a slight disconnect was seen when respondents were asked 
which items they believed recipients would value most. Thirty-
eight per cent of respondents thought prepaid Visa, MasterCard 
and American Express incentive cards were the most valuable 
from a participant satisfaction standpoint. Retail gift cards came 
next (22 per cent) and then incentive travel (14 per cent) and 
merchandise (14 per cent).

But the survey also showed that despite the challenges of de-
signing an incentive program, Canadian companies remain firmly 
committed to using rewards and recognition to increase employee 
retention and motivation. 

And there’s good reason to persevere. A 2011/2012 survey con-
ducted by the Society of Human Resource Management (SHRM®) 
and Globoforce, a provider of employee recognition solutions, re-
vealed that companies that tracked the return-on-investment (ROI) 
of their recognition programs saw substantial increases in seven key 
areas: employee productivity (+63 per cent); employee recognition 
(+61 per cent); return on profit margin (+58 per cent); customer 
retention (+52 per cent); employee retention (+51 per  cent); return 
on equity (+50 per cent); and return on assets (+42 per cent). 

The data leaves little doubt that delivering the right rewards in 
the right ways to the right employees is important if a company 
wants to make sure that it doesn’t have a target on its back, espe-
cially when a sexy new competitor comes to town. 

—Lori Smith is editor of Meetings + Incentive Travel

KEEPING THE BEST
The challenge—and necessity—of rewarding employees.

MotivatingFactors.indd   36 13-05-17   11:07 AM



37M E E T I N G S C A N A D A . C O M

Last month, my coworker e-mailed me from the beach in Tulum, 
Mexico. She was taking a well-deserved vacation, but still felt the 
need to work. Astounded, I responded to her e-mail in matter of 
fact terms: “STEP AWAY FROM THE COMPUTER. PUT DOWN YOUR 
MOBILE DEVICE. YOU’RE ON VACATION. ACT LIKE IT.”

A bit harsh, I suppose, but I feel strongly that vacations are 
sacred. We take them to get away from work—to turn our brains 
and office-issued mobile devices off. So when I hear from a col-
league or a stranger I’ve e-mailed when his or her out of office mes-
sage says they’re on vacation, I cringe. Yes, it’s great that you want 
to provide an instant response, but at what cost?

NO VACATION NATION
Employers give their employees vacation time for a reason—be-
cause they know that all work and no play makes Jack a dull boy, or 
a burnt-out boy, or an unfriendly boy, or a boy more likely to make 
mistakes. You get the picture. Yet, most employees fail to use all 
of their vacation time. Don’t believe me? According to a survey by 
Right Management, in 2012, 70 per cent of the 703 workers they 
polled throughout North America said they did not take all the time 
they were entitled to. 

And it would seem that those who do take their vacation days, 
aren’t really vacationing. 

A study of more than 5,600 workers conducted by CareerBuild-
er found that 12 per cent of participants say they feel guilty that 
they’re not in the office while they’re on vacation. And of the major-
ity of workers planning to take some time off, three in 10 say they’ll 
pack some work in their suitcase. 

So why do we do this to ourselves? Chock it up to guilt and 
worry. We worry about how others may perceive us and what might 
happen in our absence. We feel guilty that someone has to cover for 
us, or our work isn’t being done at all. 

Personally, I feel a tremendous amount of guilt when I take vaca-
tion. That’s why I typically book my time off in late December, when 

my office all but shuts down and much of the working world takes a 
universally accepted break over the Christmas holidays. 

Throw in that there never seems to be a solid chunk of time 
throughout the year in which I’d feel comfortable being inaccess-
ible, plus the idea of working ahead for weeks pre-vacation, and a 
mountain of e-mails to catch up on post-vacation, and I’ve success-
fully talked myself out of hopping a plane to some exotic locale.

That guilt and fear of things going wrong while you’re away is 
what prevents most people from really relaxing and recharging, and 
instead keeps us plugged in to what’s going on in the office. But the 
“working vacation” is counterproductive. Research shows a direct 
correlation between the number of hours people work during their 
vacation and the level of health and wellness they feel on the day of 
return. Working on vacation prevents that natural high and mental 
clarity most of us feel during our time off. 

NOT A LUXURY
“Taking a vacation is not a luxury—it’s a necessity,” says Kathleen 
Hall, founder of The Stress Institute. When we work non-stop, we 
can become stressed out and tired, and chronic stress is the driver 
of most diseases—heart disease, obesity, insomnia, continues Hall. 
Our sleep may suffer, our digestive systems may go awry, and men-
tally, we’re more likely to become irritable, depressed and anxious. 
Finally, our memory may worsen and we may end up making poorer 
decisions as a result. 

And vacations aren’t just good for our health; they’re good for our 
careers. While it may be counterintuitive—that we need to do less 
to accomplish more, the evidence keeps piling up. In 2006, Ernst & 
Young did a study of its employees and found that for each additional 
10 hours of vacation employees took, their year-end performance rat-
ings from supervisors improved by eight per cent. Frequent vacation-
ers were also significantly less likely to leave the accounting firm. 

It’s simple, the greater the performance demand, the greater 
the need for renewal. When we are under intense pressure at 

BY CHRISTINE OTSUKA

OUT OF OFFICE ALERT
Taking a guilt-free vacation
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work, most of us push harder rather than rest. But humans aren’t designed to expend energy 
continuously. We’re meant to spend and recover. 

Smart employers know that vacations benefit both their employees and their bottom lines. 
Overworked employees are a financial drain, perpetuating higher health care costs, absenteeism, 
high turnover, sluggish performance and on-the-job errors. Enlightened companies have unlimited 
vacation policies, where employees are invited to take as much vacation as they choose so long as 
their work gets done, and productivity soared. 

HOW TO TAKE A REAL VACATION
How you vacation is just as important as whether you choose to use your allotted time. And when 
it comes to vacation, size matters. According to Hall, the majority of workers feel it takes until the 
third day of their vacation to disengage from work. Her recommendation? Take two weeks at a 
time. “The first week is shedding your work life and habitual thoughts and actions,” she says. “The 
second week can be renewal, discovery, reflection and re-rooting your life.”

For the most part, it doesn’t really matter if you travel to an exotic locale or head to the cottage 
for your vacation, so long as you’re able to disengage from work. While some may opt for a cost-
effective “staycation,” you may not reap the full benefits of a vacation if you stay at home. “There is 
not the psychological and physical distancing from your ‘ordinary’ life,” says Hall. “It is easy to find 
yourself doing house chores or checking your work e-mails when you stay at home.” But if your 
work keeps you on the road more than you’d like, “it may be a relaxing nourishing gift to settle in 
at home, with no exhausting travel, for a week or two.”

The key to a guilt-free vacation is preparation and support. Train someone else to cover for you 
when you’re away, ensure they know they can ask for help, and don’t penalize them for mistakes 
made while you’re on vacation. If you receive a ton of e-mails, designate a colleague who will check 
your e-mail while you’re out of the office and only call you if it’s truly urgent and no one internally 
can respond. Finally, define truly urgent.

If you don’t have support, and there isn’t someone who can cover for you when you’re unplugged, 
work ahead, give clients and colleagues advance notice, and remember that everyone knows the 
importance of taking vacation, and most people are understanding. And who knows? They may even 
get a little upset if they hear from you on your vacation. After all, I’m sure I’m not the only one. 

—Christine Otsuka is Associate Editor of Meetings + Incentive Travel

good for your group
It’s common practice among incentive programs to  
attach meetings to incentive travel trips to help justify the 
cost of the trip, but Hall says, if you can get away from it, 
it’s worth the effort. But if a company is planning these 
kinds of activities, plan to have the meeting on the first day 
so the employee can focus on the meeting, and then turn 
the page to enjoy unplugging for their vacation.

SOURCE: KATHLEEN HALL, THE STRESS INSTITUTE.

employee vacation entitlements 
around the world
Europe: at least 20 vacation days per year; some as many as 30
Australia and New Zealand: 20
Pakistan, Singapore, Vietnam: 14
India: 12
Canada and China: 10
Thailand: 6
United States: 0

SOURCE: MERCER’S WORLDWIDE BENEFIT AND EMPLOYMENT GUIDELINES

REASONS 
TO TAKE A 
VACATION

TO BREAK BAD HABITS: A vacation 
is one of the most successful  
places to change habits because  
all your old cues and rewards aren’t 
there anymore

TO RENEW AND RECHARGE: 
Energy renewal is necessary for 
human functioning and removing 
yourself from your workplace is a 
great way to do so

TO PREVENT DISEASE: Chronic 
stress or sustained high performance 
has been linked to obesity, heart 
disease and insomnia

TO GET AHEAD AT WORK: Studies 
show vacations lead to increased 
productivity, creativity and 
problem-solving skills

TO IMPROVE RELATIONSHIPS:  
Vacations improve mood and  
by extension, relationships
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It’s the question we all want the answer to—Am I making enough? 
Each year, M+IT surveys Canadian meeting planners to help you 
find out. In the only benchmarking study of its kind for the meeting 
planning industry in Canada, the survey, conducted in November 

2012, provides a snapshot of national averages. More than 300  
Canadian planners stepped up to help you get a grip on whether 
your situation is on par with your peers, or whether you’re an  
outlier—for better or worse. 
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M+IT SALARY SURVEY
How do you compare? BY CHRISTINE OTSUKA

WOMEN
$70,186 (2013)

$63,486 (2012)

MEN
$80,107 (2013)

$81,022 (2012)

1%

11%

 2012 2013 Difference
BY SECTOR
Corporate $66,038 $71,804 $5,766
Third Party $69,802 $76,604 $6,802
Association/Non-Profit/Government $63,814 $66,625 $2,811

BY AGE
30 and younger  $46,039 $48,386 $2,347
31 to 50  $67,331 $72,013 $4,682
51 and over  $70,530 $74,051 $3,521

BY MEMBERSHIP
Association Member $73,443 $73,918 $475
Non Association Member  $59,658 $68,397 $8,739

BY REGION
Western Provinces  $64,312 $72,259 $7,947
Ontario  $67,635 $71,120 $3,485
Quebec  $64,010 $79,558 $15,548
Atlantic Provinces  $59,015 $55,500*  n/a

BY EXPERIENCE
Less than 5 years $49,771 $53,905 $4,134
5 to 10 years  $62,743 $61,106 -$1,637
11 to 15 years  $69,927 $67,958 -$1,969
16 to 20 years  $69,412 $80,350 $10,938
More than 20 years  $78,454 $84,589 $6,135

47 YEARS OLD / 13 YEARS OF EXPERIENCE / $71,500 SALARY PER YEAR / 84% ARE WOMEN / 40% ARE MEMBERS OF ONE ASSOCIATIONTHE AVERAGE
MEETING PLANNER IN CANADA

INDUSTRY SNAPSHOT
Canadian Salary Averages

    *Insufficient sample size for a fair comparison 
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MAKING THE GRADE
A good chunk of planners are university educated (38%), and another 33% 
completed a college diploma program. But most aren’t educated in what you 
might expect—meeting and event management, travel/hospitality/tourism, or 
marketing/PR. A whopping 49% received their formal education in a different 
field. Responses ranged from fashion and film to science and legal (see some 
responses at left), with a large number of respondents choosing business as 
their educational field (more on that, on page 42). Most planners found meet-
ing planning, after being employed in another field. Some were related (44%) 
and some were an entirely different career path all together (43%). A small 12% 
could honestly say that meeting planning is what they’ve always wanted to do. 

BUSINESS  LAW  SCIENCE  EDUCATION  ADMINISTRATION  

ENGLISH  PSYCHOLOGY  ART  CRIMINOLOGY  

AGRICULTURE  NURSING  HISTORY  SOCIAL WORK
    *Actual responses from planners who received their education in an “unrelated” field.

LOYAL + SECURE
Like any industry, people move around. But when planners find a company they 
like, they stay put. Most (68%) planners we surveyed have been with their cur-
rent company for more than five years, and aren’t planning on jumping ship 
anytime soon. About 11% changed jobs last year—whether by choice or not. 
Regardless, meeting planners aren’t worried about losing their jobs. A solid half 
of our survey respondents said they feel very secure in their role, while another 
44% feel somewhat secure. Maybe it’s because the economy has rebounded 
and their clients and employers aren’t struggling quite as much. Whatever the 
cause, it’s great to feel secure.
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NOW WHAT? 
BY A.P. REAL

ARE EVENT PLANNING GRADS TRULY  
PREPARED FOR WHAT’S EXPECTED?
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St. Clair College
St. Clair College in Windsor, Ont., is planning to 
launch a one-year full-time Event Management 
graduate certificate program in fall 2013.

Students will be required to take a number of management 
courses including event and meetings management, expositions 
and conventions management, marketing management, risk 
management and professional sales negotiation.

Students must have a college diploma, university degree 
or an acceptable combination of related work experience and 
post-secondary education. “The people we feel would be best 
suited to event management are coming from a hospitality, hotel 
and restaurant management, tourism and travel, or a business 
program,” says Lorna McCormack, chair, School of Media Art  
and Design.

The college created the program partly at the request of 
students in its Hospitality Management and Tourism and Travel 
programs who want more in-depth learning on the event man-
agement side, McCormack explains. The school looked at com-
parable programs at Algonquin College, Conestoga College, Sir 
Sandford Fleming College and Niagara College. The curriculum 
was shaped by feedback from an industry advisory commit-
tee that “very clearly wants to ensure there is an emphasis on 
business in the program, especially in terms of knowing how to 
create business proposals and business plans,” McCormack says.

yra Whale’s career “aha moment” occurred not long af-
ter graduation when, after some real on-the-job experi-
ence, she realized that her Bachelor of Commerce degree 
would serve her well as an event planner.

“It’s one thing to look at an event in a logistics mindset and suc-
cessfully execute it. It’s another to show a client the extra added-
value they hadn’t thought of,” explains Whale, a 2011 graduate of 
Ryerson University’s Hospitality and Tourism Management pro-
gram, and now a program manager with Meridican Incentive Con-
sultants in Markham, Ont. “Showing that every detail goes back to 
a client’s corporate goals and objectives, being able to see the big 
picture and plan the event accordingly is what’s going to set you 
apart as a planner.”

Decades ago, before post-secondary institutions started offer-
ing event planning and management programs, planners received 
most of their training while on the job. They learned by trial and er-
ror the basics that students are now being taught in event planning 
certificate and diploma programs across the country. 

But are event planning graduates entering the workforce with 
solid business and marketing training?

The answer is a qualified yes. Employers say they like to see gradu-
ates who’ve taken enough business and marketing classes to help them 
understand how events support overall corporate goals. But there are 
mixed opinions on how much business training event planners actually 
need to be successful, let alone whether they should have a business or 
commerce degree in their back pockets.

Extensive business training is a “nice to have, not a need to 
have,” according to Helen Van Dongen, national director, event 
management, KPMG Canada. The organization regularly takes on 
students for two-month internships from George Brown College 
and Humber College. “The interns that I see and who I think will 
be the most successful are the ones who have a good grounding in 
the logistical aspects of putting an event together, who have some 
common sense, and are interested in current events particularly in 
relation to the economy or business,” she says.

Van Dongen adds that while the ability to understand how an 
event contributes to KPMG’s growth agenda is important, “I don’t 
think you have to actually go through economics or finance courses 
to be able to have those conversations. You don’t need that much 
financial background.”

FORMAL TRAINING
Canada offers a vast selection of event planning courses and pro-
grams. The amount of business training offered can vary significantly 
in breadth and depth from one post-secondary institution to another. 
At one end of the spectrum are continuing education programs that 
offer basic corporate event planning courses, some of them online. 
At the other end, universities offer event-planning classes under 
their tourism, hospitality, business or commerce degree programs. 
Somewhere in between are graduate certificate programs that re-
quire students to have already earned a degree or college diploma, 
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and schools such as George Brown College in Toronto, which offers a 
two-year event management and planning program. 

“There’s no cookie cutter program for event planning,” says Ballu 
Thakur, academic coordinator for George Brown’s two-year Spe-
cial Events Planning diploma program offered through its School 
of  Hospitality and Tourism Management. Some new students—
raised on reality TV shows that depict special event planners sip-
ping champagne alongside their celebrity clients—don’t realize 
there’s plenty of hard work behind the glamour. 

It’s a bubble that professors try to burst, albeit gently, by 
the end of the first semester, Thakur says. Students get social 
events “out of their system” in the first semester before mov-
ing on to corporate meetings and conferences “so that they 
realize this is a bigger business that involves market strategies, 
accounting, human resources, risk management and return 
on investment,” Thakur explains. After earning their diplo-
mas, graduates have the op-
tion of entering the third year 
of George Brown’s four-year 
Bachelor of Applied Business 
Degree program in Hospitality 
Operations Management.

Ryerson University offers 
three elective courses in event 
management under its Hospital-
ity and Tourism program, which 
go toward a Bachelor of Com-
merce degree, says Dr. David 
Martin, director of the Ted Rogers 
School of Hospitality and Tour-
ism Management program. 

Students must take instruc-
tion in accounting, finance, human resources and marketing be-
fore they’re even allowed to take the event management cours-
es in their third and fourth years, Martin explains. “Our whole 
program is based on a good solid business acumen. When you 
combine that with the event management skill sets, you’re able 
to sit more strategically at the table in many organizations, and 
that follows through in the delivery of events or the planning of 
meetings.”

In Halifax, Mount Saint Vincent University offers an Event and 
Meeting Management course within its Bachelor of Tourism and 
Hospitality Management Degree program. “I think that business 
background and training has always been necessary for event plan-
ning. I don’t know how you could possibly organize an event with-
out strong marketing communications skills, being able to keep 
your budget or knowing how to negotiate with suppliers,” says Dr. 
Peter Mombourquette, chair and associate professor, Business Ad-
ministration and Tourism and Hospitality Management. “We try to 
mix theoretical and practical skills, and because we feel strongly 
that you need a backing in business, there are up to 10 required 
business courses.”

REAL WORLD EXPERIENCE
Diane Whittington, senior events manager, wholesale banking, 
CIBC Corporate Events, Toronto, says it’s important for event plan-
ners to have received some business and marketing training. But, 
like KPMG’s Van Dongen, she isn’t convinced that event planners 
must have a business degree.

The real education begins after graduation, Whittington says: 
“When you get real world experience you then understand that ROI 
changes event-to-event, company-to-company, client-to-client. It’s 
all about making mistakes and learning from people who make mis-
takes. You can’t teach being detail oriented, you can’t teach how to 
think on your feet and you can’t teach client relationship manage-
ment in school.”

Van Dongen agrees: “There’s sometimes a wider gap between 
the book learning and how we do it in the real world.” Interns usual-
ly experience their aha moment when they’re able to connect what 

they’ve heard in the classroom 
with what they’re experiencing 
in the workplace, she says.

That’s not to say that every 
budding event planner is new 
to the workplace. While post-
secondary event planning pro-
grams will continue to attract 
young people fresh out of high 
school, colleges and universi-
ties are seeing more enrollment 
by mature students looking to 
either brush up their skills or 
retrain for a new career in the 
field. Many of them already 
have business, communications 

or public relations degrees, Mombourquette says. Likewise, George 
Brown College is seeing more applicants who’ve just completed 
bachelor degrees in English, science, the arts or history, but who 
need practical skills, says Thakur. 

Internship programs are invaluable for gaining on-the-ground 
experience prior to graduation. And while several schools arrange 
placements with corporations, associations and non-profit organ-
izations, Whittington would encourage students to also take intern-
ships with hotels, caterers and others on the supplier side. “It’s 
good to see the event planning business from both sides because 
it’s all about client management,” she says.

Whale had the opportunity to intern with a number of companies 
during her university days, including within the sales department of the 
Trump International Hotel & Tower in Toronto during its pre-opening 
stage. Now with Meridican, Whale says her business education helps 
her to understand client goals and objectives, and how Meridican’s 
strategic event planning services “can enhance the desired outcome.” 

Ashley Chow, a 2011 graduate of the British Columbia Institute of 
Technology’s Tourism Marketing Management program, did a two-
month internship with Tourism Vancouver in 2011. Like Whale, she 

Industry Designations
After they leave school, graduating students can keep on top 
of industry best practices by joining an industry association and 
earning a professional designation. Faculty at post-secondary 
institutions make students aware of the many industry designa-
tions offered in the marketplace, but generally tend not to steer 
them toward one particular designation. Ryerson University is 
one school that has a Meeting Professionals International (MPI) 
Student Club on campus, and students are encouraged to join 
the MPI Toronto chapter where they can earn the Certified 
Meeting Professional (CMP) designation offered through the 
Convention Industry Council.

BEYOND
LOGISTICS 
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saw the value of earning a business degree and recently received 
a Bachelor of Business Administration. “I’ve always been interested 
in event planning, but I didn’t want to limit myself or my options by 
taking a program that was too specifically event planning. That’s 
why I went into tourism marketing—to learn more of the general 
business strategies.”

Chow is currently learning the hotel business as a front desk recep-
tionist at the Sutton Place Hotel in Vancouver. “Front-line positions are 
super important just to get a better understanding of the type of cus-
tomer that a company attracts. When you move to the back-of-house 
positions, you have that understanding and you’re much better off.”

WHAT EMPLOYERS WANT
The job market has changed for meeting and event planners. Prior 
to 2008, George Brown graduates often found full-time meeting 
planner positions, Thakur says. But today, larger employers—such 
as law firms and financial institutions—might offer top George 
Brown graduates a foot in the door by hiring them into junior 
coordinator positions. More often than not, Thakur adds, small 
independent event planning companies are hiring graduates for 
short-term, one-off contracts.

That’s an accurate assessment of the current job market, accord-
ing to KPMG’s Van Dongen, who says the still-sluggish economy 
means her department isn’t taking on any new event planners. 

Meanwhile, much smaller firms are looking for graduates who 
are flexible, can handle several different job responsibilities at once, 
and who possess the skills to run any sized event efficiently and 
effectively. This is especially true in Atlantic Canada’s tourism 
industry where numerous small businesses need a jack of all 
trades, Mombourquette explains. 

“If you were to work in tourism, hospitality or event planning 
here, you’d be expected to multi-task, to think creatively, and 
really be willing to go above and beyond a straightforward 
type of event planning role,” he says. “I see the profession 
evolving so that event planning becomes a part of the 
communications department in large organizations where 
they’re supporting the corporate brand strategy.”

That’s why a well-rounded event planning education, 
with a strong business and marketing component, is more 
important than ever, he says: “It becomes a part of your 
strategy to have events support your mission or vision 
statement.” At the end of the day, the successful meeting 
planner is the one who’s not only a multi-talented multi-
tasker, but who combines business-savvy with creativity.

Whittington’s advice to anyone seriously considering a 
career in event planning is to get at least two years of post-sec-
ondary education, be willing to try everything, and to understand 
that no job is too small or too “grunty” when you’re just stating out. 
“That’s the stuff that can’t be taught. I’m going to hire for attitude 
and aptitude every single time.” 

—A.P. Real is a freelance writer based in Toronto, Ont.

Cover Story.indd   47 13-05-17   3:31 PM



www.luxerentals.com

www.luxerentals.com

www.luxerentals.com

MODERNIZE YOUR MEETINGS AND EVENTS
LUXE Rentals provides a 3D photorealistic concept rendering of your event 

space with our event furnishings.

www.luxerentals.com www.facebook.com/luxerentals info@luxerentals.com

MONTREAL TORONTO QUEBEC CITY
514-989-1818 416-745-0808 418-659-2520

048-049--Luxe.indd   48 13-05-17   10:45 AM

http://www.facebook.com/luxerentals
mailto:info@luxerentals.com


www.luxerentals.com

www.luxerentals.com

www.luxerentals.com

MODERNIZE YOUR MEETINGS AND EVENTS
LUXE Rentals provides a 3D photorealistic concept rendering of your event 

space with our event furnishings.

www.luxerentals.com www.facebook.com/luxerentals info@luxerentals.com

MONTREAL TORONTO QUEBEC CITY
514-989-1818 416-745-0808 418-659-2520

048-049--Luxe.indd   49 13-05-17   10:45 AM

http://www.luxerentals.com
http://www.luxerentals.com
http://www.luxerentals.com


PH
O

TO
S:

  C
ho

os
e 

Ch
ic

ag
o,

 J
W

 M
ar

rio
tt

 C
hi

ca
go

, H
ya

tt
 R

eg
en

cy
 C

hi
ca

go
.

CHICAGO
In a league of its own.
BY CHRISTINE OTSUKA

 VALEO Spa 

 Pritzker Pavilion 

 Burnham Ballroom in  
 the JW Marriott Chicago 

 Cloud Gate 
 Hyatt Regency Chicago 
 Grand Ballroom 
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CHICAGO
inspiration
The client services team at Choose Chica-
go has seen its fair share of jaw-dropping 
events in their city. Rose Horcher, CEM, 
CMP, and vice-president of client services 
at Choose Chicago recalls some of the most 
memorable, including a large reception at 
the Field Museum, a mere five-minute walk 
from McCormick Place. The theme was “A 
Night at the Museum” and the venue fea-
tured a Caveman inspired meat-carving 
station, Egyptian marketplace, Wild West 
saloon, and Age of Ancestry station with 
Old-World wines and artisanal cheese. An-
other event that will forever hold a place in 
Horcher’s mind was held at Wrigley Field, 
where food stations were set up at all the 
bases, the official Cubs marching band 
roamed the stadium and Hall of Famer 
and former Cubs player Ernie Banks was in 
the dugouts to sign autographs. “The only 
thing that limits you is your imagination 
and your budget,” she says.

It’s a wonder other cities aren’t jealous 
of Chicago. The Windy City has countless 
claims to fame and is home to pretty well 
the best of everything—world-renowned 
theatre, landmarks and historic sites ga-
lore, fabulous shopping on the Magnificent 
Mile, an intensely vibrant nightlife, beloved 
sports teams, more than 40 distinguished 
museums, some of the world’s best hotels 
and a Michelin-rated dining scene that has 
so many accolades it’s in a league of its own

And if you look beyond the shiny trap-
pings of the ever-famous Art Institute of 
Chicago, Millennium Park’s Cloud Gate, 
Wrigley Field, and well, Oprah, you’ll find a 
city that was meant for meetings.

There are few destinations as easy to get 
to as Chicago, with rail and two international 
airports. It’s home to the largest convention 
centre in North America, McCormick Place, 
as well as more top-tier hotels than one can 
comfortably count and a near overabun-
dance of unique meeting spaces. It draws 
people from all professions, all walks of life. 

The city is cool, with it’s own cache. 
Multicultural and cosmopolitan, Chicago is 
Toronto’s older brother.

HOTELS LIKE NONE OTHER
So it’s no surprise then, that Chicago is 
home to some of the best hotels in America, 
including 32 AAA four- or five-diamond ho-
tels. With nearly 110,000 guestrooms in the 
Chicagoland area, and 35,000 hotel rooms 
within eight kilometres of McCormick Place, 
there are plenty of options.

The largest hotel in Chi-town is the newly 
renovated Hyatt Regency Chicago. The ho-
tel, that encompasses two towers, just off 
Michigan Avenue, is fresh off a $168-million 
renovation that revamped the 2,019 guest-
rooms, 228,000 sq. ft. of meeting space and 
first-rate restaurants. The AAA four-diamond 
property’s crowning jewel is a multi-level 
lobby with a vibrant life of its own that at-
tracts locals, visitors—a true social hub. 

In the Central Loop (Chicago’s down-
town core), the 581-room JW Marriott Chi-
cago is a spectacular option for meetings, 
galas and incentives. The property boasts 
the largest spa in the city. At 20,000 sq. 
ft., VALEO Spa, Fitness and Wellness Cen-
ter is a gem, complete with modern Turkish 
hammams and non-traditional spa services. 
Show-stopping receptions can be held in 

the classic 8,000-sq.-ft. Grand ballroom or 
take advantage of the rustic elegance of the 
Burnham ballroom named for architect and 
urban designer Daniel Burnham.

CONVENTION CENTREPIECE 
The centrepiece of Chicago’s meetings 
landscape is McCormick Place. The facil-
ity offers the largest amount of exhibition 
space in North America (more than 236 mil-
lion square feet) as well as the latest cut-
ting-edge technology. Located along Chica-
go’s lakefront, McCormick Place features 173 
meeting rooms, a 4,249-seat theatre and 
one of the largest ballrooms in the world. 

Nearby, the AAA four-diamond Hyatt 
Regency McCormick Place is on track for a 
summer 2013 unveiling of the renovation of 
its existing 800-room tower and construc-
tion of an additional 460-room tower. One 
of the few hotels in the city with an indoor 
pool, the hotel is designed to work in con-
junction with McCormick Place and offers 
more than just accommodations to the 
centre’s conventions, but its own contained 
meeting space.

VENUE MENU
Chicago’s venues inspire planners to think 
outside the ordinary. Nowhere else in the 
world can claim meeting spaces within 
America’s first planetarium or amid the 
world’s largest Tiffany glass dome. From 
the Navy Pier, a multi-venue lakefront space 
with views of Lake Michigan to the 25th floor 
of the Tribune Tower, a Neo-gothic sky-
scraper on Michigan Avenue, Chicago has a 
vast array of options. They run the gamut 
from gardens, to landmarks, to sporting 
venues, museums and just about anywhere 
imaginable. Meet on a boat if your heart de-
sires. Chicago’s meeting spaces showcase 
some of the best the city has to offer. 

After your meeting, plan a boat tour and 
explore Chicago’s architectural wonders on 
the only river in the world that flows back-
wards. Or take your group to the world’s 
most advanced digital theatre at the Adler 
Planetarium and get lost in space. 

Keeping track of Chicago’s accolades is a 
difficult task, but this city of superlatives is 
one that surely won’t disappoint. 

—Christine Otsuka is Associate Editor  

of Meetings + Incentive Travel

fast facts
Choosechicago.com

2.7 million (Chicago proper);
9.4 million (metropolitan area)

January -1C 
July 24C

More than 7,300 restaurants

Nearly 200 art galleries

O’Hare International Airport
Chicago Midway Intl. Airport

30 km of lakefront  
bike paths 

Central Standard Time
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Travel south from Los Angeles on Highway 405 and you will pass cut-offs for 
Long Beach, Buena Park, Anaheim and Disneyland. If you are an event planner, 
resist the urge to veer off and visit any of these places. Instead, do yourself a 
favour and steer west towards the Pacific Ocean and the four seaside towns 
that make up the Southern California Riviera. 

Collectively, Huntington Beach, Newport Beach, Laguna Beach and Dana 
Point offer visitors some 30 miles of resort-rich beaches and bluffs. Home and 
playground to actors, sports stars, business moguls and Middle Eastern royalty, 
this Riviera has close proximity to airports, a well-developed infrastructure and 
a wide selection of accommodation and event venues. It is also blessed with 
a temperate Mediterranean climate, with average daytime highs ranging from 
a balmy (by Canadian standards) 17°C in January to an equally balmy 24°C in 
July, and rainfall limited to some 12 days a year. 

ON-SITE
All of the major brands—Fairmont, Mariott, Hyatt, Hilton, Ritz-Carlton—are 
represented in the region as are properties from Irvine Company, which owns 
Newport Beach’s Island Hotel and the nearby Resort at Pelican Hill. These ho-
tels/resorts are liberally sprinkled with four- and five-star designations from 
Forbes and AAA. In fact, a trio—Montage Laguna Beach, St. Regis Resort Mon-
arch Beach and The Resort at Pelican Hill—have earned both Forbes’ Five-Star 
award and the AAA’s Five Diamond stamp of approval. 

Though the four towns lack large scale convention centres, these hotels and 
resorts fill the gap, offering meeting spaces and ballrooms that can accommodate 
groups of all sizes. For example, The Ritz-Carlton, Laguna Niguel (Dana Point) has 
18 function rooms, 26,224 sq. ft. of indoor conference and banquet rooms and 
nearly 54,000 sq. ft. of outdoor space. The St. Regis Monarch Beach has 30 meet-
ing spaces and a 12,000 sq. ft. ballroom. The Resort at Pelican Hill has 20,000 sq. 
ft. of function space including a stand-alone event facility called Mar Vista. And the 
Island Hotel offers 21,000 sq. ft. of meeting space as well as a recently expanded 
8,000 sq. ft. ballroom, which is the largest in Newport Beach.

fast facts
lagunabeachinfo.com
surfcityusa.com
visitnewportbeach.com
danapoint.org

Los Angeles Airport, LAX; 
John Wayne Airport, SNA

Disneyland 30k
Knott’s Berry Farm 39k

Pacific  
Standard Time.

Summer 24˚C  
Winter 17˚C

Population:  
336,299 (2011 Census).

(North) Los Angeles  70k
(South) San Diego  145k
(East) Palm Springs  163k
(West) Catalina Island  42k
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THE SoCal RIVIERA

 Pelican Hill  
 Cabana Dining Room 

 The New Port Theatre 

Beaches, bluffs and business.
BY LORI SMITH

 Laguna Beach 
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inspiration
At The Resort at Pelican Hill in Newport Beach, creating dazzling off-site 
events is the job of Dario Puig, associate director of Off-Premise Catering. 
A veteran planner, Puig’s organized parties in canyons, beaches, historic 
sites (like San Juan Capistrano Mission), museums, theaters, wineries, 
and more.  To impress guests, particularly encore clients, he says “you 

have to do something every 15 minutes, even if it’s subliminal.” He also 
likes to offer Pelican Hill guests the opportunity to hold events in unique 
settings. In order to do so, he’s built relationships with owners of private 
homes and yachts in the area, giving him a roster of exclusive venues with 
which to woo and wow clients—past, present and future.

(North) Los Angeles  70k
(South) San Diego  145k
(East) Palm Springs  163k
(West) Catalina Island  42k
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OFF-SITE
Though there’s no need to ever leave the grounds of these luxury 
properties, if you think your clients would enjoy a change of space, 
the area boasts a wealth of indoor and outdoor venues that can 
be rented for special events. The Orange County Museum of Art in 
Newport Beach is a popular choice. It offers parties the use of its 
lobby, two courts and an auditorium with a stage and theatre seat-
ing for 108 people. Also, in Newport Beach, The New Port Theater, 
a movie house built in 1949, has just been renovated and reopened 
with full bar and dining services. 

If your group is looking for something more casual, the New-
port Sports Museum can accommodate up to 200 people. Rental 
of the facility includes access to its patio; a 1,000 sq. ft. gym com-
plete with regulation height basketball hoop; and the basement, 
which holds a collection of stadium seats from ballparks across the 
country. Two 50-inch Plasma TVs and surround-sound complete the 
“sports” experience. Another option is the Lyon Air Museum, which 
is located some 20 kilometers away in Santa Ana. It has a 30,000 
sq. ft. enclosed hangar containing working, World War II era aircraft 
and vehicles, and is available for functions year-round. 

Considering the fine weather the area enjoys, it’s no surprise that 
open-air events are popular. Resorts like Pelican Hill cater parties 
on beaches and boats. In Newport Beach, visitors can rent Duffy 

boats—six to eight passenger electric boats—and tour the seven 
islands of Newport Harbor while enjoying a gourmet picnic pre-
pared by the hotel. Larger parties can rent yachts and cruise the 
Pacific or make the trip to Catalina Island. For example, The Wild 
Goose, a three deck, 136-foot converted minesweeper once owned 
by John Wayne, is available for parties of up to 127. James Bond-ish 
Sunseeker speed boats are another nautical rental option.

FREE TIME
Like its French counterpart, the Southern California Riviera is a place 
to unwind and have fun. Hiking, biking, swimming, surfing, snorkel-
ing, and just walking on the beach are all right at your doorstep. If 
you want to venture further afield, the restaurants, shops and bars 
of Newport Beach’s Balboa Island are only a short ferry ride away. 
You can also shop-til-you-drop at Fashion Island, the city’s upscale, 
open-air mall anchored by Neiman-Marcus, Macy’s, Bloomingdale’s 
and Nordstrom.  And you can golf—everywhere. The area is home 
to some of the finest courses in the US, including two ocean-view 
courses at The Resort on Pelican Hill, which were designed by re-
nowned golf course architect Tom Fazio. Of course, if you (or your 
children) really want to, you can always get back on the highway 
and travel northeast for 30 or so kilometers to Disneyland—a magic 
kingdom of another kind. 

 Huntington Beach 

 Island Hotel 

 Fashion Island 
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A HEALTHY ATTITUDE
More and more, meeting and event menus offer sensible-eating options.

BY DON DOULOFF

“I am on a crusade to encourage chefs across Canada to change 
the standard menu for continental breakfasts, to remove high-
sugar, high-calorie danishes and replace them with hard-boiled 
eggs, without changing the menu price,” says Heidi Wilker, CMP, 
principal of Blessed Events.

 Wilker’s championing of breakfasts with fewer refined carbo-
hydrates reflects a shift to healthier food options for meeting and 
event groups. Significantly, the trend for healthier foods is being 
driven by planners, their clients, attendees and suppliers alike.  
“My clients certainly are requesting healthier menu items, since 
the majority of my groups are either non-governmental organiza-
tions related to health issues, youth groups, or have a delegate 
demographic looking for this,” she says.

When Wilker suggests menu options for her group to a venue’s 
chef, she takes specific factors into consideration, such as protein 
at every meal. “This is especially important at breakfast,” she says 
(hence, her hard-boiled egg campaign). She also favours foods 
with less fat and sugar, and foods that aren’t processed. She likes 
to offer alternative dessert choices such as whole or sliced fruit 
“and possibly, no-sugar dessert items.”

She also prefers to offer “enough vegetarian options on buf-
fets, so that the kitchen doesn’t have to make special meals for 
those who are vegetarian and those participants don’t have to ask 
for a special meal.”

 Free range chicken with quinoa,  
 Fairmont Olympic Hotel Seattle 

 Ham and eggs with Kale,  
 The International Centre 
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 Vegan chocolate ganache flan,  
 Fairmont Hotel Vancouver 

Do healthier foods cost more? “As a rule, healthier menus are 
not more expensive if you can choose items within the existing 
menus that are healthier, or work with the chef to develop health-
ier menu items that work within the budget,” notes Wilker. “I am 
finding that many chefs across Canada are already incorporating 
healthier items into their standard banquet menus.”

For example, Fairmont Hotels & Resorts offers its Lifestyle Cui-
sine and Lifestyle Cuisine Plus menus. Lifestyle Cuisine offers low-
fat, low-carb and vegetarian menu choices. In contrast, Lifestyle 
Cuisine Plus caters to attendees who have diet-dependent condi-
tions such as diabetes, heart disease and celiac disease, as well as 
specialized food preferences, including macrobiotic, raw and vegan 
diets. Fairmont chefs can also create a single dish, multiple courses 
or an entire day’s meal plan around specified caloric goals.

 “Planners are serious about healthy options,” says Lyndsay 
Picciano, CMP, CPCE, director of catering and conference servi-
ces at the Fairmont Copley Plaza, in Boston. Typically, in the past, 
“planners would mention healthy menus in their RFP, but wouldn’t 
follow-up. Now, they are,” she says.

 At the Copley Plaza, healthy options take many forms. At 
afternoon break, for instance, doughnuts are replaced by raw-
vegetable sticks and dips, such as dill or peanut-butter; almonds 
and trail mix rule; and yogurt-covered raisins substitute for high-
sugar candy. Continental breakfasts can feature fruit kebobs with 
Greek yogurt and honey, while at lunch or dinner, cream-free 
soups are offered, and main-course red meat can be swapped out 
for chicken and fish, with white-fleshed varieties such as halibut, 
haddock and sea bass especially popular now, says Picciano.

 Closer to home, healthy options abound at the International 
Centre conference and trade-show facility, in Mississauga, Ont., 
near Toronto’s airport. For instance, kale, the leafy superfood-du-
jour, shows up raw (in slaws and salads) and cooked (incorpor-
ated into scrambled eggs), according to Tawfik Shehata, the Inter-
national Centre’s executive chef.

 Salads based on quinoa, and a variety of grains, are available, 
as are low-fat muffins and low-fat yogurt. Breaks feature whole-
grain pita-wrap pinwheel sandwiches; make-your-own probiotic-
yogurt parfaits; root-vegetable chips; and popcorn with house-
made salts and herb-based seasonings provided in shakers for 
attendees to add as they like.

 Fish, says Shehata, is an easier sell for smaller groups, and 
he regularly pitches local rainbow trout and pickerel to planners. 
In line with a healthy eating mandate, the International Centre’s 
kitchen prefers to pan-sear, bake and steam fish. But for large 

groups, fish “is an impossible sell,” says Shehata, because red 
meat—the “default protein,” he says—has the broadest appeal. 

 “For some planners, healthy menu options are a new idea, but 
generally, they’re receptive to it,” says Shehata. He adds that “if 
given healthy options, groups will welcome them. Attendees eat 
doughnuts at break because often, that’s all that’s offered.”

 At the time of writing, Shehata and his team were in the pro-
cess of creating completely healthy group-menu options. Con-
sisting of a healthy breakfast, morning and afternoon break, lunch 
and dinner, the new dishes will provide groups an all-day, sens-
ible-eating menu plan. Shehata expects to introduce the menus 
in summer 2013.

 Over at the Trump International Hotel & Tower Toronto, STOCK 
restaurant, in collaboration with nutritionist Lyn-Genet Recitas, 
author of The Plan healthy-eating book, added The Plan-friendly 
menu items to its lunch and dinner menus in mid-March.

 The Plan limits seasoning (especially salt) and advocates clean 
eating. According to Lisa Sonni, the hotel’s senior catering sales 
manager, The Plan-themed menu items are available for meeting 
and event groups.

 Groups can choose from STOCK’s existing dishes inspired by 
The Plan (the launch menu items included scallop ceviche with 
lime, chili and cilantro; and roasted rack of lamb with sauteed car-
rots, broccoli, shiitake mushrooms and cabernet jus). Alternative-
ly, planners can work with Sonni and STOCK executive chef Todd 
Clarmo to customize their group’s own dishes based on The Plan.

 As always, when considering adding healthy foods to a meeting 
or event menu, planners must keep their attendees’ needs in mind. 

 “The role of the planner [is] to suggest improvements to the 
calibre and quality and healthiness of the food to the client,” says 
Sandy Biback, CMP, CMM, of Imagination+ Meeting Planners Inc. 
“However, be sure to know your audience! Sometimes [suggesting 
healthier foods] will backfire if the group is a typical meat-and-
potatoes group—and they do exist.” 

—Don Douloff is a food and travel writer based in Toronto.

A good resource for planners is Eat Smart Meet 
Smart. A 24-page guide produced by the Western 
and Northern Canadian Collaborative for Healthy 
Living, Eat Smart Meet Smart gives detailed infor-
mation on how to incorporate healthy eating into 
meetings and events. Search for it on Google, then 
download it for free.
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Follow us!

InternationalCentre.com
6900 Airport Road, Mississauga, Ontario  
905.677.6131 / tf 1.800.567.1199

3 450+ EvEnts a yEar
3 $4.5 M rEnEwal Plan
3  500,000+ ft2 EvEnt & MEEtIng vEnuE
3 5,000 frEE ParkIng sPaCEs

For Trevor Lui, puTTing on a greaT evenT 
is more Than jusT a job. iT’s a passion. 
As the Director of Operations and Sustainability, Trevor is committed to the 
success of the over 450 events hosted each year at The International Centre. 
“We attend to every detail from crisp linens, to the perfect temperature 
and even that special Tweet.” They say that you are only as good as your 
last event and with an endless calendar, you better love what you do. 
His expertise is in hospitality, event management and sustainability but 
his true strength, however, is the relationships he has with his team, 
with his partners and with his clients. “We’re a family. People come 
to us because we make it happen and we’ll do whatever it takes.”
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he International Centre has always 
been a top choice among business 
event planners. And now, we’re 

getting better than ever. We’re putting 
the finishing touches on a dramatic, $4.5 
million dollar renovation that will see the 
lobby in Hall 1 completely transformed, 
from beautiful new stone flooring to a 
stunning and dynamic new architectural 
design. The new lobby forms a sleek  
setting for everything from product  
showcases to glamorous receptions.

The next phase of the renovation will 
showcase an entirely bright, new building  
between Hall 2 and Hall 5, due to be 
complete by early fall 2013. Much more 
than a connection, the new space merges 
functionality, versatility and design. This 
area will offer a dynamic and inviting 
atmosphere for clients and visitors, by 
accommodating larger booth and display 
spaces and incorporating lounge areas as 
well as food and beverage stations.

What makes The International Centre 
a smart choice for your next event? Here 
are just five great reasons.
 
1. WE HAVE THE SPACE
As one of the largest event venues in  
North America, we offer over 548,000 
sq. ft. of total exhibition and conference 
space. Our six Exhibit Halls and  
adjoining Conference Centre offer you 
more versatility than just about anywhere 
else — whether it’s Hall 2, with over 
125,500 sq. ft. of space, the intimate 

Aquarius Room in our Conference  
Centre with 530 sq. ft., or just about any 
size or configuration in between. Our 
48,000-square foot Conference Centre  
is the perfect space for meetings, event-
related seminars or receptions. We have 
the flexibility to accommodate whatever 
size and type of event you require. 

2. WE HAVE THE LOCATION
The International Centre is a quick 
15-minute drive from downtown Toronto, 
and just three minutes from Pearson 
International, Canada’s busiest airport. We  
have free parking for over 5,000 vehicles, 
and more than 40 international, world-class 
hotels right at our doorstep. Take advan-
tage of everything the city has to offer 
while you’re in town — or visit any of the 
dozens of great attractions a short ride 
away, from shopping centres, to a world-
class golf course, to a night at the races.  

3. WE HAVE THE EXPERTISE
We know that successful events don’t 
just happen, they’re the result of careful 
planning and lot of hard work. Our team 
of professionals, many of them with CEM 
or CMP credentials, include some of the 
most experienced and talented individuals 
in the industry. We’ll do whatever it takes 
to make your event a success.

4. WE HAVE THE TECHNOLOGY
We can provide state-of-the-art audio-
visual and communications technology 

for a wide variety of needs, from intimate 
gatherings to large corporate meetings 
and events. In The International Centre, 
Wi-Fi hotspots are located in the Craft 
Eatery, where you can enjoy a meal, 
snack, or beverage while you work,  
as well as throughout the Grand Lobby  
in the Conference Centre. For more  
robust telecommunications or greater  
speeds, our telecommunications team  
is specialized in helping you configure 
precisely the services you require.

5. WE HAVE THE 
HOSPITALITY
We have a world’s worth of culinary 
expertise at your disposal. Our award-
winning Executive Chef Tawfik Shehata 
and his team serve up exceptional  
culinary experiences that can be 
customized to delight any palate and 
accommodate all dietary requirements. 
We also offer a variety of innovative and 
modern restaurant concepts — from 
our permanent restaurant Craft Eatery, 
serving up made-to-order classics, to 
live chef stations representing worldly 
flavours. A tantalizing meal awaits every 
palate.

Come and see why The International 
Centre has been acclaimed as North 
America’s best exhibition and conference  
centre. Call us toll-free at 800-567-1119, 
or visit internationalcentre.com.

There’s Something Happening Here!   •

VISIT US 
& SEE!

SPECIAL ADVERTISING SECTION

What’s New At 

The International Centre, 

North America’s Leading 

Exhibition and Conference Centre? 
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egasus Hospitality is in a unique 
position to offer event planners the 
best of Toronto history, today’s 

style and tomorrow’s cutting-edge design, 
with three of the city’s most spectacular 
event spaces: romantic Casa Loma,  
elegant Palais Royale and the ultra- 
contemporary Grand Luxe Event Boutique.

Pegasus’s professional event planning 
team can help navigate all the details of 
a memorable event with ease, and each 
of the three venues is fully equipped 
with high-speed wireless Internet and 
audiovisual facilities. And the talents of 
renowned Chef Steffan Howard will  
ensure the finest cuisine, for an event  
that guests will find truly memorable.

Palais Royale brings you all the  
glamour and style of 1920s Toronto, 
brought gracefully into the 21st century 
thanks to a multi-million dollar renovation  
in 2005 that carefully blends historic 
elegance with contemporary style. 
This world-class venue can host up 
to 350 for dinner, or welcome up  
to 800 for cocktails. The back patio 
is a perfect place for a summer  
corporate party. The Palais also 
hosts a Wednesday night dinner 
series from June to August, com-
plete with live music, that is open 
to the public and small corporate 
groups. Overlooking the waterfront, 
easily accessible from downtown 

hotels, major arteries and with plenty 
of on-site parking, it’s one of Toronto’s 
jewels for special events.

Toronto’s famous Casa Loma is an 
unforgettable part of the city’s history, 
a major tourist attraction and a classic 
venue for hosting all manner of corporate 
and social events. Pegasus Hospitality  
Group is the exclusive caterer to this 
storied location, and works closely with 
you and the property’s management, to 
ensure the finest cuisine to go with any 
of the castle’s several options for hosting 
corporate or special social events.

Whether you choose the Great Hall, 
with its towering bay window, a reception 
under the Italian stained-glass dome of 
the Conservatory, or the quiet grandeur 
of the Library, Toronto’s only genuine 
castle provides a setting that recalls the 
luxury of a bygone era. Or for smaller 
corporate meetings, the oak-lined Pellatt 

Boardroom provides an inspirational  
setting, while the Austin Room is well 
suited to luncheons, training seminars 
and board meetings out of the ordinary. 
And all of Casa Loma’s main floor event 
spaces are fully air-conditioned.

The Terrace overlooks Casa Loma’s 
beautifully landscaped gardens. During 
the summer months, corporate clients 
may host group luncheons with a custom 
barbecue menu, available until the end  
of September. 

If it’s a stunning contemporary setting  
you’re after, the Grand Luxe Event 
Boutique provides a suite of luxurious 
spaces that can accommodate up to 500 
for dinner, or cocktail receptions for up to 
650. Choose the elegant Grand Ballroom 
for a stylish corporate gathering, with its 
soaring 24-foot ceilings, contemporary 
artworks and abundant functional staging 
areas. The Parlour is ideal for more  

intimate cocktail receptions and 
meetings, while the adjacent  
Green Room offers a modern, 
sumptuously decorated space for 
event organizers or special guests, 
with its own private washroom.

Call your Pegasus Hospitality  
representative today at  
(416) 533-1573 or visit us at  
pegasushospitality.ca, and let us 
help you arrange an event that is 
truly beyond the expected.   •

THEN, 
TODAY 
AND 
TOMORROW

SPECIAL ADVERTISING SECTION

AT TORONTO’S MOST ELEGANT 
EVENT SPACES 

SPECIAL ADVERTISING SECTION
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T here’s a best kept secret in the 
Toronto business community —  
it’s the Professional Development  

Institute (PDI) that spans more than 12,500 
square feet of meeting space in the heart 
of downtown Toronto — across from the 
Air Canada Centre.

Minutes from the Island Airport, PDI 
connects directly to the underground 
PATH network and major transportation 
systems at Union Station, making it an 
ideal spot to connect and meet with  
colleagues. PDI has a full meeting and 
event staff to support your event, from 
set-up, technical expertise and catering 
to meeting execution. Its audio-visual  
services are fully integrated, and the 
venue features rooms that are suited 
for theatre-style presentations, elegant 
cocktail receptions, training seminars or 
corporate meetings. Each room features 
a built-in projector and screen, DVD 
equipment, interactive smart boards, 
whiteboards and document readers.  
The entire facility is wireless. Our two 
Harbourfront Rooms can be used 
separately or together to create a large, 
brightly lit space, with an incredible view 
of the city and lake. Fresh modern décor 
highlights the entire facility and provides 
a sunny, eco-responsible and floor-to-
ceiling view of the lake and city. 

The success of your event is our  
business. PDI’s dedicated event and  
concierge staff are specialized in attending 
to details and providing a level of service 
that is second to none. Through the  
planning of your event, the event planners  
will do their best to ensure your event runs 
seamlessly. On the day of your event, the 
dedicated concierge team will be on hand 
to ensure you have everything you require 
to execute your event smoothly.

PDI’s award-winning, in-house caterer 
features exquisite menu options that can 
accommodate cocktail receptions, event 
dinners, training functions, business 
meetings or recognition parties. 

Founder Hall is a 50-seat lecture-style 
amphitheatre equipped with state-of-
the-art technology, ideal for corporate 
training sessions and meetings. The room 
features built-in video conferencing and 
webcasting, allowing you to broadcast 
your event anywhere in the world.

The Royal York Room is ideal for  
seminars, workshops, meetings, or a 
starlit gala with a stunning view of the  
Toronto skyline and the beautiful Royal 
York Hotel. This room is fully equipped 
with all standard meeting AV requirements, 
including a projector, screen, podium, 
mic, DVD player and document reader.

PDI also holds a boardroom for 13 
people and a series of fully equipped  
private meeting rooms for four to six 
people, ideal for breakout sessions in 
conjunction with a main session.

A one-stop shop, PDI is offering up to 
30% off new bookings this summer. New 
clients will receive 20% off room rental 
for their first event and another 10% will 
be discounted when new clients book 
their event before August 31, 2013 — a 
total of 30% off your first booking.  

Speak to a PDI representative today 
and find out how we can make your  
next corporate meeting a success.  
Contact us at 416-342-5593, email us  
at bookspace@pdi-cma.com, or visit  
www.pdi-cma.com/PDIToronto. Ask us 
about PDI Ottawa, too!   •

DESIGNED FOR 
              SUCCESS 

Founder Hall

Royal York

Junior
Boardroom
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SET YOUR  
MEETING  
FOR SUCCESS

Save 30% off your first booking*

Combining a convenient location and the latest in conference 
technology,  the Professional Development Institute (PDI) is the 
ideal setting  for your next meeting, training session or event. 

· PDI links to Union Station, the PATH and is minutes away  
 from the Toronto Island Airport.
·  Spectacular views of the lake and the city
·  Over 12,500 sq. feet of premium meeting space
 

Email bookspace@pdi-cma.com or call 
416-342-5593 to book a free tour today.

* For new clients who book by August 31, 2013

© 2013 Certified Management Accountants of Ontario. All rights reserved. 
PDI is a division of Certified Management Accountants of Ontario.
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T he Metro Toronto Convention 
Centre (MTCC) has always been 
a premier choice among event 

planners the world over (we’re the only 
venue that has hosted both the G20 and 
G7 summits), and now, thanks to a three-
year $29-million renovation, we’re better 
than ever as the place to welcome your 
event.

If you haven’t visited the MTCC in a 
while, you’ll be amazed at the transform-
ation. We’ve added over 10,000 square 
feet of additional meeting space. All our 
meeting rooms are equipped with LED 
lighting, electronic locking mechanisms, 
dedicated LCD screens, and beautiful, 
thoughtful updates like new carpeting, 
artwork, and informal meeting/seating 
areas throughout the public areas. 

The South-facing meeting rooms are 
glass-encased, equipped with hands-free 
energy-efficient fixtures and barrier-free 
entrances, and floor-to-ceiling windows, 

and feature ensuite washrooms. Each 
unique room has been named to match 
the tone of the Centre and the functionality 
of the space.

The Terrace View room features 
private access to an open-air landscaped 
terrace, making it the perfect meeting 
space for an intimate or special gathering, 
particularly during the summer months. 
The Park View room provides flexible 
meeting room space with an operable 
wall. This multi-purpose room can be  
divided into two sections, and has its 
own dedicated food-service area.

We’ve expanded our registration  
area on level 200 in the North building, 
adding over 4,400-plus sq.ft. of usable 
pre-function space. Removing the fixed 
registration desks allows for more flexibility 
and open space for your event.

We’ve also replaced four of the  
West escalators and added new Skyfold  
retractable doors into the ceiling of 

the East Registration area, near Guest 
Services. You can open and close them 
as needed, providing additional exhibit 
space or more privacy, depending on 
your individual needs.

We’ve also completely remodelled our 
washrooms to give them not only greater 
functionality, but a contemporary look and 
feel. Along with brand new fixtures and 
custom-built solid wood doors, they’re 
more energy-efficient, and completely 
hands-free.

But our new renovation is only part  
of what makes the Metro Toronto 
Convention Centre a world-class event 
space. There’s also our award-winning 
people, from top-rated Convention  
Services staff, to our award-winning 
culinary team. An Event Manager  
dedicated to your company will help  
with every detail you need, to make sure 
your event goes off without a hitch.

No event is ever treated as routine, 
no gathering is too large or too small 
to receive our meticulous attention and 
the benefit of our experience. Our highly 
flexible systems will quickly adjust to 
even last-minute surprises. And you can’t 
beat our location, with over 10,000 hotel 
rooms within walking distance and direct 
access to public transit, not to mention 
a short stroll to the waterfront and all the 
attractions of a world-class city.

There’s no centre quite like the Metro 
Toronto Convention Centre. Contact an 
MTCC event representative today or visit 
www.mtccc.com, and let’s see how we 
can make your next event a success.   •

SPECIAL ADVERTISING SECTION

BETTER THAN EVER

MULTIMILLION-DOLLAR RENOVATION 
MAKES WORLD-CLASS VENUE 
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your team 
set for success

Plan the perfect team retreat. With a wealth of outdoor 
activities and adventure to choose from, the quality time your 
team spends at Blue mountain will amount to fresh thinking 
back in the office. Learn about our unique team experiences 
such as: Zip Lines, ropes courses, segway tours, amazing 

race and more. 
 

For more inFormation visit 
westinbluemountain.com/team-building-ontario 

or contact one oF our sales team at 705-443-8080  

Located on the shores of Lake Muskoka, Taboo Resort, 
Ontario’s most beautiful year-round cottage-country 
getaway, is just 90 minutes north of Toronto.   

Taboo’s 13 meeting rooms offer natural light sources, 
state-of-the-art audiovisual equipment and full connectivity 
throughout the resort. In addition, Taboo offers a diverse range 
of onsite activities for your group to connect and rejuvenate. 
Robin Tapley, Muskoka’s pre-eminent naturalist, can organize a 
team-building activity that best suits your group, such as a bird 
watching hike, canoe along the river, kayak excursion or even  
an astronomy class by the fire. Enjoy a round of golf at our 
world-class course or a relaxing spa treatment. In wintertime, 
cross-country ski, skate, snowshoe or ride a snowmobile 
through Ontario’s most storied scenery.

After a full day of enlightenment, savour our amazing cuisine 
and retire to your newly renovated guest room to watch the 
sunset on your own private patio overlooking the water.   •

Come see your business in a new light! 
Visit us today at tabooresort.com, or call (800) 461-0236.

SPECIAL ADVERTISING SECTION

LIGHTEN UP AT

TABOO!

W inter or summer, there’s 
a mountain of options 
awaiting you at The 

Westin Trillium House, Blue Mountain. 
Voted Condé Nast Traveler Reader’s 
Choice, Top 20 Canadian Resorts 
for three consecutive years, and 
the only Ontario hotel to make 
the list, we pride ourselves on the 
experiences we create for our guests. It 
all begins with personalized care from our 
Conference Services Manager and continues 
with the exceptional banquet cuisine and service of Oliver & 
Bonacini Café Grill.  But that’s not the only reason to book your 
next meeting or conference with us. Our on-site Recreation 
Coordinator will develop a tailor-made team-building program 
unrivalled in the industry. High and low ropes courses, zip lines, 
ski excursions and challenging activities — such as the Village 
Challenge, modelled on the popular series The Amazing Race, 
will bring out leadership, cooperative and problem-solving skills 
within your team, and it’s also great fun.   • 

Visit westinbluemountain.com or call (705) 443-8080, and let us 
custom-tailor an event package for you. 

TEAM-BUILDING 
REACHES NEW HEIGHTS 
ON THE MOUNTAIN! 
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Contact Peggy at 
1.888.695.9947 or 
peggy@tabooresort.com RESORT •  GOLF •  SPA

Planning a corporate retreat? 
Choose Muskoka. Choose Taboo.

SEE YOUR
BUSINESS 
IN A WHOLE
NEW LIGHT.
· Luxurious accommodations. 
· Superb cuisine. 
· A team of dedicated planners 
attending to every detail.

· Competitive rates.

All of this... only 90 minutes 
from Toronto.

REVISED CREATIVE Friday April 26, 2013
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N o longer a trend, shorter and shorter lead time for 
meetings is the new reality for many planners and that 
can often create big challenges. 

The folks at the Kempenfelt Conference Centre know this 
and so have created a special 24-hour meeting package rate  
for bookings with arrival 30 and even 15 or less days out! 
Located on the shores of beautiful Kempenfelt Bay in Barrie, 
just a little north of Toronto, these very substantial discounts 
should encourage planners to think of Kempenfelt first for  
last-minute meetings. Call to ask about the special, or go to 
www.kempenfelt.com to see the full range of amenities this 
great facility offers.   •

SPECIAL ADVERTISING SECTION

ARE LAST-MINUTE 

MEETINGS 
THE NEW NORMAL?

79M E E T I N G S C A N A D A . C O M

Still the most comprehensive event venue and supplier directory in Canada.

YOUR BEST FRIEND JUST GOT A LITTLE BIGGER.
And easier to reference.

NEW, larger-format 

2012–2013

Search the Buyers’ Guide online at

LEFT TO RIGHT: 1. Meghan Nelson and Tami Adams, Speakers’ Spotlight; Robin Paisley, M+IT, Rosa Andemariam, Speakers’ Spotlight. 2. Adam 
van Koeverden, speaker and Olympic medalist; Bruce Philp, speaker and brand strategist; Robin Paisley, M+IT. 3. Alan Patterson, Mendelssohn 
Event Logistics; Eleni Papakonstantinou, Metro Toronto Convention Centre.

CAEM Holiday Luncheon
Speakers’ Spotlight 
Holiday Party
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adventures, both winter and 
summer. At Deerhurst, we 
have an exciting waterfront 
park offering a variety of water 
sports, along with golf, fishing 
and a beautiful setting on the 
shore of Muskoka’s historic 
Lake Joseph. The Cosmopolitan 
Hotel and the Pantages Hotel both 
provide an intimate boutique-hotel  
setting in the heart of Canada’s most  
vibrant city, perfect for enhancing the 
flow of creative ideas. And the storied 
King Edward Hotel provides a choice of 
12 spacious, modern meeting rooms and 
three stylish ballrooms as well as a full 
range of special event options that can 
be custom-tailored to your needs.

SPECIAL ADVERTISING SECTION

Skyline Hotels offer you a completely 
different way to experience your 
next corporate getaway or confer-

ence. Our five distinct hotels and resorts 
offer you a wide choice of settings and 
activities, along with Skyline’s unmatched 
professional expertise in helping you 
make your next business event or team 
building experience a success. Here are 
just five ways Skyline is the best choice 
for your next company gathering.

1 THE INTERACTIVE MEETING 
PROCESS
Skyline’s dedicated meeting specialists 
are ready to design the perfect event for 
your goals and company culture.  
 • First step: We’ll sit down with you  
  to identify the purpose of your  
  planned event. 
 • Second step: We help you decide  
  which kind of activity or program  
  will produce the most effective  
  results to meet your team’s goals,  
  whether it is organized team building  
  or just having fun. 
 • Third step: We’ll plan and implement 
  a complete program carefully tailored  
  for your company’s goals and people. 
 • Fourth step: We’ll work with you to  
  assess the results. 

2 THE SKYLIFE EXPERIENCE
We are the only major hotel group that 
offers a complete array of travel getaway 
experiences, from the intimate setting of 
a chic, downtown boutique hotel to the 
unforgettable scenery and non-stop fun 
of cottage country. Mix business with 
pleasure at Horseshoe Resort, just an 
hour’s drive from Toronto, where you 
can enjoy our exclusive Adventure Park, 
with rock climbing, tubing, waterskiing, 
and many other activities, two champion-
ship golf courses, and a full range of 

3 UNRIVALLED MEETING  
AND EVENT SPACES
Skyline Hotels are unmatched when 
it comes to historic and modern, fully 
equipped and comfortable meeting 
spaces. Whether you require a comfort-
able, intimate setting in a stylish location, 
a great getaway to interact outside of the 
corporate maelstrom, or state-of-the-art 
audiovisual equipment and facilities for 
a special event or large-scale gathering, 
all of our locations are designed to make 
your event productive and unforgettable.

4 SHIZEN SPAS
Each of our locations boasts a full-service 
Shizen Spa, where the focus is on  
pampering yourself with treatments 
from nature and relaxing spa rituals from 
across the globe. After a long day of 
meetings (or a full day of activities!),  
be sure to take time for a Shizen Moment 
during your stay.

Only Skyline offers you this kind of 
choice, expertise, and the matchless 
quality of the Skyline business event 
experience. Just visit skylinehotelsand 
resorts.com or call 1-855-368-2565  
to speak to a Skyline business  
representative today.   •

ENJOY THE 

SKYLIFE 
WITH US!
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105 Princes’ Blvd., Exhibition Place, Toronto, Ontario  416 263 3000  sales@allstreamcentre.com

With free Wi-Fi Internet, spacious lounges and 
pre-function spaces, natural light and picturesque 
lakeside views, the state-of-the-art Allstream Centre 
is the perfect place to host your next meeting, 
convention or special event.

Start planning now. Visit allstreamcentre.com.

Deliver
at Canada’s Greenest 
Conference Centre
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llstream Centre is one of the most 
versatile and modern venues  
in Toronto for meetings,  

conferences and gala events. Our award- 
winning facility features innovative 
design, fully integrated technology and 
advanced environmental systems — it’s 
Canada’s only conference centre to be 
awarded LEED Silver Certification — and 
provides the ideal location for groups of 
25 to 3,000.

The Centre offers more than  
160,000 sq. ft. of total space, crowned  
by Canada’s largest column-free  
ballroom, with a spectacular view of  
Lake Ontario. Designed to optimize the 
meeting experience, all 20 meeting rooms 
are fully equipped with advanced built-in  
AV technology. Or choose the spacious 
Lakeside Room, at 8,000 sq. ft., which 
can accommodate 750 in a “theatre-style” 
format or a banquet for 300.

Along with a convenient underground 
link to the Direct Energy Centre, Canada’s 
largest exhibition and convention centre, 
and ample on-site parking, Allstream 
Centre has embarked on a new phase 
of building enhancements, highlighted 

by our new south garden space, beauti-
fully incorporating many of the building’s 
heritage elements into a modern setting. 
Located adjacent to the Lakeside Room, 
the new garden space will provide a 
beautiful outdoor space for your event, 
with the option of moving indoors in the 
case of inclement weather.

Allstream Centre is unique for  
combining a piece of Toronto history 
with a modern, streamlined facility that 
is Canada’s greenest conference centre. 
Newly renovated in 2009, the Centre is 
LEED Silver Certified, an internationally 
recognized system for evaluating the  
sustainability of building design, con-
struction and standards. The redesign, 
by NORR Limited, allowed for significant 
functional updates to the building’s  
interior, and demonstrated how an  
historic building can be repurposed  
to become a premier meeting and  
convention space that is environment-
ally conscious and design-forward. 
Allstream Centre is 100% powered by 
renewable energy, with abundant natural 
light in the meeting rooms, a rainwater 
harvesting program, GreenGuard certified 

CANADA’S GREENEST
CONFERENCE CENTRE

MAKES 
HISTORY

furnishings, eco-friendly low-VOC paint 
and carpets, and a white “cool roof.” 
All the exterior lighting is LED, including 
wash floods at the entrance to add  
excitement and glamour to evening 
events.

Another exciting development is Hotel X,  
a new five-star, resort-style hotel rising 
next door to the Centre. When completed 
in 2015, the hotel will feature a stunning 
two-level rooftop event space, infinity 
pool and some 400 bedrooms and suites, 
along with high-end amenities such as 
a sports club, including tennis, fitness 
facilities and basketball. The stunning 
modern design is being built to LEED 
standards, with landscaped gardens, 
a promenade with fountains and water 
features, and some guestrooms featuring 
private landscaped terraces.

Allstream Centre is located in down-
town Toronto with easy access from  
Billy Bishop Toronto City Centre Airport, 
major traffic arteries and Toronto hotels. 
Contact your Allstream Centre sales  
representative today at 416-263-3000,  
or visit allstreamcentre.com. Start  
Planning Now!   •
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World’s highest hydraulic Lift Lock

Make a splash at your next business event in the vibrant 

and scenic city of Peterborough. Our rich mix of heritage 

city, cottage country and flourishing farmlands - unique 

in Ontario - makes holding your event here something 

out of the ordinary. 

 

Only 90 minutes from Toronto, we’re the natural choice for 

your next business destination.

Lorne Kelsey, Destination Sales, 
Kawarthas Northumberland 
1-866-251-0005

See meetings from a 
different perspective

thekawarthas.ca/m+it
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Great spaces to meet and play
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At The Hotel Grand Pacific on Victoria BC’s inner harbour, we have the facilities, technologies and 
people to ensure all goes o� without a hitch. Great, flexible spaces for meetings large and small, 
ultra high-speed fibre optic internet connections, excellent food services and amenities, and a 
sta� to customize every experience makes the di�erence. What you want. Where you want it.

1.800.663.7550    |    WWW.HOTELGRANDPACIFIC.COM/MEETINGPACKAGES    |    FIND US

Meetings Made Memorable.
Focus on your meeting, we’ll do the rest.

T
he Hotel Grand Pacific is unmatched when it comes to 
making your next corporate event a memorable one. Our 
dedicated event planner will 

guide you through every aspect of 
arranging your event, from smaller 
groups for seminars or meetings, 
to full-blown corporate retreats and 
team-building programs. 

For larger gatherings, the  
Vancouver Island Ballroom offers 
3,000 sq. ft. of versatile space that 
can accommodate up to 300, catered 
by the Grand Pacific’s peerless culinary staff. Three of the  
ballroom’s walls offer stunning views of the Inner Harbour ,  
and in summer, doors open to a wraparound veranda offering 
fresh breezes off the water. The Pender Island Ballroom has  
its own beautiful view, and accommodates up to 200, in  
addition to seven breakout rooms. For smaller meetings and 
seminars, the Cabinet Room, with built-in U-shaped boardroom 
table and comfortable leather chairs, overlooks the historic B.C 
Legislative Buildings. An onsite third-party AV specialist team 

offers full tech services, and of course, there’s complimentary 
wireless high-speed Internet access throughout the hotel.

After a day of meetings, make the most of your stay in one 
of Canada’s most beautiful locales. Our onsite concierge can 
arrange a whale watching or sightseeing boat tour, there’s 
ziplining or hiking a short ride away, or you can take in Victoria’s 
vibrant nightlife. Or dine in one of four restaurants and cafes on 
the premises, offering everything from fine dining at The Mark, 
one of three 4 Diamond rated restaurants in Victoria, to a quick 
sandwich or latte at the Courtyard Café. 

During your stay, you’ll have unlimited access to The Victoria 
Athletic Club, conveniently located in the hotel, or take advantage 
of our bike loan program, and see why Victoria is known as the 
cycling capital of Canada.

Call our event planning experts today at 1-800-663-7550 
or visit us at hotelgrandpacific.com, and let us make your next 
meeting memorable.

MAKING THE MOST 
OF YOUR MEETING

SPECIAL ADVERTISING SECTION
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Delta Victoria Ocean Pointe Resort and Spa | Delta Grand Okanagan Resort and Conference Centre

Whether it’s Victoria or Kelowna. Delta has two great waterfront hotels in British Columbia to make your next meeting 
or conference an unforgettable experience. Enjoy newly renovated ModeRoom™ guestrooms or suites at both hotels 
while staying connected with our SmartDesk™ for work, movies or to webcam with loved ones on our flat screen TVs. 

Toll-free: 1-800-387-1265             deltavictoria.com | deltagrandokanagan.com

YOU'VE NEVER STAYED WITH US (LIKE THIS) BEFORE.

»SPECIAL ADVERTISING SECTION

H
ow many waterfront hotels offer you world-class travel 
destinations combined with the latest state-of-the-art 
technology?  

Both Delta Victoria and Delta Grand Okanagan have put the 
finishing touches to multimillion-dollar room and meeting room 
renovations, making them ideal for your next conference or 
corporate retreat.

Delta Grand Okanagan in Kelowna is located in the heart of 
wine country, on the shores of scenic Lake Okanagan. Let us 
arrange a wine tour or a boat cruise around the lake. Or choose 
Delta Victoria Ocean Pointe Resort, set on Victoria’s spectacular 
Inner Harbour, with all the vibrant night life, restaurants and  
attractions a great city has to offer.

Features of both resorts include:
• Newly renovated ModeRooms™, where each element has been  
 chosen to reflect comfort, convenience and thoughtfulness 
• Exclusive SmartDesk™; offering full connectivity for all  
 electronic needs
• InternetXL™ — the fastest high-speed Internet offered in any  
 hotel chain across Canada
• Waterfront locations with luxurious Club Floors, including  
 personalized amenities and exclusive access to a private  
 lounge
• Versatile and spacious meeting and function rooms
• Locally inspired food and beverage
• Full Service spas to relax, unwind and pamper yourself after a  
 busy day of meetings.

at Two of BC’s Finest Resorts!
A FRESH NEW EXPERIENCE 

Come visit us! Call your Delta Representative today or visit deltahotels.com.
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1. Stainless steel flask is offered in two 
sizes with a choice of eight different 
boisterous expressions. Logo engraving 
available.  $29.95 (3 oz.); $34.95 (5 oz.). 
plumgiftco.com
 
2. The new “No Wet Bag Umbrella” 
retracts into its 100 per cent waterproof 
handle, creating a watertight, non-drip 
seal when closed. Canopy span is 34.5”.  
$24.99. clearimagemarketing.ca

3. Secrid is a line of patented, European-
made cardholder/wallet combinations that 
uses RFID technology to prevent financial 
and identity theft. Four sizes/styles  
available. $44.95 to $134.95. secrid.nl

 4. Ultra-technical Pro Racing Socks  
feature a wide, ergonomic toe piece,  
compressive fibres for support and 3D dots 
to shockproof. Available in biking (shown) 
and running styles. $19.99. orangefish.ca

5. Ottawa-based Bohten produces high 
quality eyeglasses made from reclaimed 
materials including zebrawood (shown), 
redwood and bamboo. $179.99.  bohten.com

6. Dirt Bags are microfibre pillows for 
cleaning monitor, laptop and iPad screens. 
Range of “dirt bag” motifs available. $8.95. 
orangefish.ca

7. The ThermaCELL Patio Lantern keeps 
mosquitoes and other insects away in 
style. DEET-free, non-toxic and odour-free, 
it provides a 15x15-foot mosquito-free 
zone. $29.99 USD. mosquitorepellent.com

8. The award-winning, manual Rok 
Espresso Maker lets users make a perfect 
cup by simply adding a cup of hot water 
and pulling the water through with pec 
power. $199.  importika.com

cool gifts
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1. FVT-Canada Spinners is a new limited edition series of luggage from Heys. Created by renowned digital artist Fernando Volken Togni, 
the design features Canadian icons. $129.97 (21” spinner). heys.ca 2. Travelon offers a range of air- and watertight pouches to keep tab-
lets, e-readers and smart phones free from water, dirt, dust and sand. Prices start at $10.00. travelonbags.com 3. Turtle Shell Boom Box 
is rugged, water- and dust-resistant. It features a built-in microphone, Hi-Fi sound and is Bluetooth enabled. $149.95 USD.  
outdoortechnology.com 4. New combination for outdoor adventurers: Tinker Victorinox Swiss Army Knife comes with 12 tools.  
The Paracord cobra-style bracelet unravels to approximately nine feet of tough nylon cord. $46.  swissarmy.com 5. Tangle-free zipper 
earphones with 3.5mm jack store inside a zippered case. Includes three sizes of soft ear bud caps: small, medium and large. As low as 
$15.75 each. incrediblenovelties.com 6. LectronicSmart™ by Conair Emergency Cell Phone Charger runs on two AA batteries and will 
charge most popular model cellphones for up to 90 minutes of talk time. $27.99. conaircanada.ca 7. Best known for lightweight outer-
wear, K-Way offers premium rainwear that doubles as both a rain jacket and as a padded windbreaker. $49.99. k-way.ca

AS I SEE ITtravel gear
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DRIP is a new show in Orlando, FL, that wows audiences  
with dancers, a live rock band and an explosion of colour  
and movement. Buyouts are customized, with prices starting  
at $3,500. ilovedrip.com

A gift of water filters can keep a family healthy and safe all  
year-round. $50. worldvision.ca

Unicef Canada’s Art-in-a-Box helps children overcome the traumatic 
effects of disasters and conflict. It includes enough paint, chalk, cray-
ons and paper for six children. $27. survivalgifts.ca

Attention event planners! LinkedIn now offers users the option  
of telling their professional story with visual content. Perfect for  
showcasing events, services and more. Free. linkedin.com

Venice Arts Running Tour is a four-mile running and walking tour 
that allows participants to get up close and personal with the Califor-
nia city’s iconic art pieces. $65 USD. offnrunningtours.com

The Westin Diplomat Resort & Spa in Hollywood, FL, offers an over-
the-top, team-building meeting break obstacle course. Built on 
the resort’s golf course, obstacles include spear throwing, sandbag 
carries and an arena of gladiators. diplomatresort.com

hot ideas
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  THE

FASCINATION 
ADVANTAGE: 
YOUR PERSONALITY’S  
BEST AND HIGHEST VALUE 

ABOUT SALLY
•  Speaker Hall of Fame member 

•  Bestselling author of the book Fascinate

•  Leader for world-class brands such as  

Coca-Cola, and MINI Cooper

•  Creator of the Fascination Advantage™

•   Guest on The Today Show and in  

The New York Times

AUGUST 20, 2013
METRO TORONTO CONVENTION CENTRE

KEYNOTE 
PRESENTATION

Your personality has one key advantage.  
It’s what makes you different— and better. This 
is how you are most likely to harness attention.
 Sally Hogshead will show you how to  
understand and apply your most captivating 
traits. Sally developed the Fascination  
Advantage™, the first scientific personal brand 
measurement, based on research with 130,000 
people. Unlike tests such as Myers-Briggs, this 
assessment doesn’t measure how you see the 
world… but how the world sees you. 
 Sally will teach you how to identify and use 
your personality’s most captivating strengths 
and how to use those signature traits to  
skyrocket your potential.
 Don’t forget: Before you attend, get your  
own Fascination Advantage™ report. It’s  
complementary for IncentiveWorks Conference 
attendees!

Sally Hogshead
Author of the best selling book FASCINATE
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MPI Toronto Chapter 
Awards Gala

HSMAI MEET mid-america

LEFT TO RIGHT: 1. Ashaw Shewchenko, Student; Alexa Sturgeon, Student. 2. Jacqueline Vistorino, Wynford; Cori-Ann Canuel, M+IT; Carly  
McCarthy, Wynford. 3. Jennifer Pitt, Blackbox Communications Inc.; Lynn Chiasson, Centre Des Congres De Quebec; Sheila Lennon,  
Canadian Physiotherapy Association; Brenda Carter, CMP, KPMG Management Services LP. 4. Marilyn Mangione, Independent Planner; 
Sue Henkelm DoubleTree By Hilton Bloomington—Minneapolis South; Deborah Brazzale, Illinois Federation of Teachers 5. Krystelle Vouz-
iers, Vantage Hospitality Group, Inc.;  Kenneth Gray, Vantage Hospitality Group, Inc.; Cori-Ann Canuel, M+IT. 6. Caroline Bagnall, Tourism 
Whistler; Mariela McIlwraith, CMP, CMM, Green Meetings Industry Council; Denise Taschereau, Fairware.com. 7. Nancy Zavada, Meet Green; 
Katherine Manfredi, CMM, Conference Partners Inc.

GMIC Sustainable 
Meetings Conference
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PCMA Canada East Chapter 
TorontoEducation Session

8

Porter 
Press Conference

Uniun Event Planner 
Open House

LEFT TO RIGHT: 1. Angela Young, Starwood Hotels and Resorts; Tamer Mecky, Allstream Centre; Stephanie Hiltz, M+IT. 2. Patty MacPherson, 
CMP, Frischkorn Audiovisual; David Jewell, CMP, Helms Briscoe; Brock Dale, Porter Airlines Inc.; Reuben Ramsay, M+IT. 3. Christine Olijnyk; 
Emily Bloskie, Oliver & Bonacini Events. 4. Janice Cardinale, The Idea Hunter; Adrienne Giroux, TIFF; Kristina Govan, TIFF. 5. Steve Black-
burn, YYZ Events; Melissa McGowan, Presidential Gourmet Fine Catering; Jennifer Menecola, Sainte Genovefa; Chantal Delevo, Eligible 
Magazine. 6. Lori Wagner, Porter Airlines Inc.; Sonja Chilcott, M+IT; Julie Holmen, Tourism Toronto; Kathryn Wakefield, Tourism Toronto.  7. 
Karen McKeogh, MTCC; Rob Livingstone, MTCC. 8. Wendy Ansell, CMP, Absolute Conferences & Events Inc.; Heidi Welker, AVW-TELAV Audio 
Visual Solutions.

MPI Toronto Chapter 
Signature Series
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Bite Sizing
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 More people are keeping an eye on their waistlines and saying  

 “No!” to heavy meals and supersized snacks.  

 There are also more and more foodistas among us;  

 folks looking for delicious dishes and tastes of new cuisines.  

 As a result, hotels and caterers are seeing a growing demand  

 for downsized portions and upsized selection.  

 Today it’s all about right sizing the bites  

 so people can have their cake and steak… and eat it too! 
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meetings
are for
suckers*

WWW.WHITEOAKSRESORT.COM   1.800.263.5766

NOT IF YOU’RE MEETING AT THE RIGHT PLACE!
ONE WITH LIGHT-FILLED ROOMS, GARDEN VIEWS, ACCLAIMED SERVICE AND STELLAR FOOD. 
THE WHITE OAKS CONTINUOUS COFFEE BREAK IS FAMOUS FOR HEALTHY SNACKS AND
DELISH TREATS [YEP, EVEN TOOTSIE POPS] TO FUEL YOUR INSPIRATION ALL DAY LONG.
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